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ough Proofs 


The license period for broadcast- 
ng stations has been increased from 
six months to one year. That seems 
o make it first down and three to 


go. 


- - 


The Dionne quints have been 
signed up by Stewart-Warner for 
its line of small radio sets. And 
next thing you know they’ll be 
proadcasting. 

ae 


At the recent advertising con- 
ventions, attended by scads of club 
presidents and program chairmen, 
many a speaking date was assigned 
for the Man with a Message. 


a. 2 


The Crosley automobile can’t be 
advertised by department stores at 
the local rate, the newspapers have 
decided. But suppose it’s offered 
as the big news of the toy division? 


a 


Retail grocers want the A & P 
investigated as a monopoly. But 
surely they haven’t been able to 
grab off all the best corners. 


S. 2. 


Confronting the competition of 
the chain drug stores, chain gro- 
ceries, «bain tobacconists, chain 
five-and-tens and chain gasoline 
stations, the independent merchant 
is in no danger whatever of being 
cornered. 


a: 


Walter Hoving says if women 
edited newspapers, “we’d have re- 
covery before you could say Jacque- 
line Robinson.” But why not start 
the experiment with the department 
stores? 


vgv¥eg? 


Mr. Hoving’s idea is that since 
women run the country, they ought 
also to run the newspapers, but the 
feminine influence in the depart- 
ment store is still chiefly on the 
customer’s side of the counter. 


~ FY F 


More men as well as women are 
reading those Chrysler ads with the 
fashion copy slant. Maybe they 
have a sneaking suspicion the model 
will be thrown in with the car. 


7 VY 


Miller McClintock wonders why 
cities don’t stagger working hours 
and increase sales. But man, being 
&@ gregarious animal, prefers to go 
to and from his burrow in herds. 


vgs? 


People keep their faces cleaner 
when they aren’t working, accord- 
‘ng to Lifebuoy reports from the 
‘trike areas. Men at work are 
Proud of the grime of honest toil. 


a 


Just in case you're interested, one 
of Cur scouts reports that Standard 
Air Conditioning Company’s Chi- 
ven Sales staff includes Charles F. 


~~ VF F 


— What happened last Wed- 
. -’ night at the Yankee Sta- 
Pum, maybe the United Brewers 
, ndation won't be so ready here- 
*t to disown Two-Ton Tony. 


Copy Cup. 


Pepsodent Tests 
Liquid Dentifrice 
in Six Markets 


First Competition 


Appears for Procter & 
Gamble's Teel 


Chicago, June 29.—The monopoly | 
on a liquid dentifrice briefly held | 
by Procter & Gamble Company. 
ended abruptly last week-end when | 
Pepsodent Company introduced a 
competitive product in six cities to 
inaugurate a 13-week test under 
varying conditions. Introductory 
copy of 800 lines, featuring the 
liquid dentifrice alone, ran _ in| 
Rochester and Utica, N. Y., Shreve- 
port, La., and Peoria, IIl., to be fol- | 
lowed with weekly insertions of 400 
lines. Pepsodent liquid dentifrice | 
was grouped with its paste and/| 
powder in the Harrisburg, Pa., and 
Chicago baptism. One paper was 
used in each city except Chicago, 
where both the News and American 
carried the copy, increased to 1,000 | 
lines and to be followed by 600-line 
weekly insertions. 


Developed Four Years Ago 


Pepsodent has been investigating 
the potential market for a liquid 
dentifrice for many years, according 
to officers of the company. About 
four years ago, a product which met 
most of the specifications was de- 


veloped, and since then both labora- 
tory and consumer tests have been 
made to determine public reaction 
to the product. Whether Pepsodent 
was beaten to the punch by Procter 


|& Gamble with Teel, or whether it 


| 


GINGER ALE PURVEYOR EXTENDS OPERATIONS | 


Canavs vey brings this great “penny offer” wo chs chy 
wtrantoce ue, Canade Dry» vernon of « drink favored w 
cee ite Caste ot maetleues 

Imagine, greet big 28-cunce family size boule fur only « 
pramy! While chey last, you can heve all you went With each 
familly size bostke of Canada Dry Ginger Ale at the regular prive 
of U5 come (ples deposit) you ger « big boule of sree for 
ome coms 

But burry! Call your dealer now, 10 you can seock wp ot ches 
sensstamal iotradwwry prec You ll want w keep pleary of 
seve in the house for the children as well as for yourself snd 
gue who may drop in Remember the 1 your chence W get 
ec quarnted with « grand drink tor only une penay: 
vou". at seve 

Bares cer io every sr.” You'll like srw from che sear, relink 
vo entre special Mawor, dhrill wo ve greece livelmess thet comes 
from “pin point” coronation, the exclusive Canad Dry prox 
ess foe puting avers bubbtes end smaller bubbles in every tmaite. 


Reguler price bor big bemity sive . 
Camede Dry Ginger Abe = 


Jam One Penny toe 104 temmily sine iy 
; ; << 


wre 
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Brand Competition 
Held Responsible 
for Higher Prices 


Economic Role of Ad- 
vertising Surveyed by 
Twentieth Century Fund 


New York, June 29.—Supplying 
new ammunition both for defenders 
and critics of advertising, Twentieth 
Century Fund this week released a 
report by its distribution committee 
which showed the average cost of 
advertising to consumers to be less 
than three per cent of the purchase 
price, but claimed that “the con- 
sumer often pays more for a nation- 
ally advertised branded article than 
for a similar article sold under a 
private brand or no brand at all.” 

While the fund’s report cautions 
that “advertising takes so many 
forms and varies so widely among 
different types of distributors and 
kinds of products that it is haz- 
ardous to make any generalities 
about it,” particular attention is 
called to the low per-unit cost of 
advertising among some of the most 


A CAMABDA ORY FPROOUET 


| 
| 
| 


' | shown to range all the way from 
Canada Dry Reaches Qu Foor 2's Pn er cot at te 


Soft Drink Volume with Spur 


New York, June 29.—Spur, a soft, ent insertions on Spur is borne out | 
drink ‘flavored to suit the taste of | by the varying merchandising treat- 
millions,’ made its bow again for| ments used. In the New Haven 
Canada Dry Ginger Ale this week | 


intensively advertised lines. 
Stress Low Unit Cost 


Advertising expenditures are 


price of finished goods to somewhat 
over 18 per cent. The report men- 
tions that cigarette advertisers spent 
an estimated $45,000,000 in 1937, 
but that average advertising cost is 
little more than half a eent a pack- 
age. 

Other examples cited are the na- 
tionally advertised soft drink for 


: : ; y : ‘territory, for example, 1,200-line 
pore ma dallied — = in five scattered sections of the | newspaper copy offers a large size 
incinnatl company to dear the! country, thus inspiring conjecture of S 
brunt of the missionary work is a y sp & J bottle of Spur for one cent with 


|as whether or not Canada Dry in- 
tended to step up its competitive 
efforts against Coca-Cola, admitted 


’ leader in the soft drink field. 
Macy Ss Releases The background of both Spur and 
New Message to Canada Dry placed a new slant on 
National Audience merely the debut of another bever- 


(Continued on Page 6) 


| what might otherwise have been 
age in an already crowded field. 
Canada Dry has in past years 
eyed Coca-Cola’s huge volume and 
once before introduced Spur. It 
languished in this country after a 
brief period, but has enjoyed good 


sales in South America. One of its 
ingredients, as reported then, is 


New York, June 28.—Following 
|up the bid for patronage made two 
|months ago with a spread in Life, 
R. H. Macy & Co. has taken the 
back cover of the July 2 issue of 
The American Weekly to repeat its 
institutional message to those plan- 
ning to visit the New York World’s | mate, a potion better known below 
Fair. | the equator than here. 

Four-color copy highlights a va- | Company spokesmen were non- 
riety of Macy services inaugurated | committal about future plans, al- 
for the convenience of its customers, | though it was indicated that favor- 
especially those from out of town.| able consumer reaction to the pres- 
The insertion includes a coupon for | ent effort will bring an expansion. 
free tickets for “behind-the-scenes” 


The experimental nature of pres- | 


every purchase of a 15 cent bottle 


of Canada Dry ginger ale. In Har- 
risburg, the offer is reversed, with 
Spur bearing the full price and 
ginger ale posed as the bargain 
unit. 


Uses Sampling Methods 


which promotion costs are only 
16/1000th of a cent per glass, a na- 
tionally advertised bed sheet sold 
for $1.75 at an advertising expense 
of one cent, and a dime paekage of 
crackers promoted for one-tenth of 
a cent per package. 

The committee analyzed the role 
of advertising as a social force in 
this way: “Advertising is needed to 
educate the consumer to use new 


In cities where newspaper space | products, particularly those of a 


ranging in size down to 600 and 240 | technically 
a supporting | Conditioning, hydraulie brakes on 
spot radio an-|™otor cars, the importance of vita- 


lines is being used, 
program of two 
nouncements per day is being con- 
ducted. 


is confined to sampling. 


sampling methods are employed, in- 


cluding direct free distribution and 


use of a coupon in advertisements, 


good for redemption of a large bot- 
tle of Spur at a dealer’s. 
According to company officials, 
the test will seek to establish, be- 
(Continued on Page 26) 


tours of “the world’s largest store.” 

Paul Hollister, Macy’s executive | 
| vice-president, said the store has 
never devoted much effort to gen- 
eral magazine advertising, and indi- | 
cated that there are no plans for | 
further national promotion at this 
time. 


DIRECTORY OF FEATURES 


Ad-libbing - 12 
| Basic Business Index 23 
| Coming Conventions 25 
Editorials 12 
| Getting Personal 18 | 
| Information for Advertisers re 
Obituaries re 26 
Photographic Review 27 
Rough Proofs ; 1) 


Voice of the Advertiser 


complex nature. Air 


mins in diet have all been made 


In other areas. promotion | familiar to the consumer through 
Two | advertising. But it is just as true 


that the consumer has been bom- 
(Continued on Page 24) 


Nix on Noxie, 
Too Close to 
Moxie, Says Court 


Last Minute N ews Flashes 


New York Curb Exchange Chooses Agency 


New York, June 30.—The New York Curb Exchange has abolished 
its public relations department and engaged Albert Frank-Guenther Law 
to direct a program designed to acquaint the public with the activities 
of the Exchange as a national institution. 


‘Ken’ to Suspend Publication 


Chicago, June 30.—Ken will suspend publication with its Aug. 3 
issue, it was learned here today. Advertisers with space scheduled in 
intervening issues have been asked to cancel space reservations. Declin- 
ing circulation since the magazine became a weekly early this spring 
was given as the reason for the suspension. 


Wile Account to Tarcher 


New York, June 30.—Julius Wile & Sons Company has appointed 
J. D. Tarcher & Co. to handle advertising of all Wile liquor products. 
The account was formerly split between Compton Advertising and A. A. 
Alexander. 


New York, June 28.—The potent 
value of a rhythmic brand name in 
the highly competitive soft drink 


field was emphasized again in the 


preliminary injunction handed 
|down last week by the United 
States District Court, enjoining the 
Noxie Kola Company from infring- 
| ing upon the trademark, Moxie, 
,}owned by the Moxie Company of 
| Massachusetts. 

The court’s order restrains the 
defendants (Noxie Kola Company 
of New York and the Noxie Kola 
Company, Inc.) “from distributing, 
offering for sale, selling or advertis- 
ing any carbonated beverage, or 
syrup for making the same, not 
made by the Moxie Company bear- 
ing a trademark or name consisting 
of or containing the word Noxie, or 
any other word so closely similar in 
sound and appearance to Moxie as 

(Continued on Page 24) 
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Stahlman Tells of 
Advertiser's Stake 


in Free Press 


Pacific Coast Clubs! 
Hear of Threat to 
American Business 


Oakland, Cal., June 29.—The stake 
of advertisers in the freedom of the 
press was emphasized by James G. 
Stahlman, publisher of the Nash- 
ville Banner, and former president, 
American Newspaper’ Publishers 
Association, in one of the feature 
addresses at the 36th annual meet- 
ing of the Pacific Advertising Clubs 
Association Tuesday. More than 
800 Pacific Coast advertisers turned 
out for the convention, opened Sun- 


Norton W. — 
day by a CBS broadcast from Treas- | === SS 
ure Island, “The West Salutes Ad- | flicting the entire American business 


it is apparent that freedom 
of the press is the vital bulwark 
| which must be defended to the bit- 
|ter end. When the public gets the 
idea that newspapers are unable to 

Mr. Stahlman said that in the} print the facts, the newspaper will 
welter of regulation which is af-| not only be destroyed as a medium, 


vertising.” The business program | world, 
was illuminated by a galaxy of | 
stars from the advertising world. 


Must Defend Press Freedom 


| NAMED PACA PRESIDENT | 


but the foundations of the capital- 
istic business system will totter, he 
| asserted. 

| Norton W. Mogge, Seattle man- 
|ager for J. Walter Thompson Com- 
/pany, was elected president of the 
PACA, succeeding Harold R. Deal, 
Tide Water Associated Oil Com- 
pany. George A. Hampe, Jr., Dicta- 
/phone Corporation, Los Angeles, 
was elected president of the junior 
‘division. He succeeds L. Ray 
| Rhodes, of San Francisco. 

Rene Cowley, advertising man- 
ager, L. L. Haggerty Company, Los 
Angeles, made a strong plea for a 
lighter touch in advertising at the 
opening session. Speaking at the 
| women’s breakfast, Miss Cowley 
said that with the world in turmoil, 
the advertising copywriter is pre- 
sented with a fine opportunity to 
win attention by sheer contrast— 
by projecting humorous copy against 
the dark background of current 
events. She said that no better 
prescription for effective copy has 
‘ever been written than the simple 
and well known one, “Make it 
sing.” 


Urges Spotlight on Business 


Glenn Gordon, of Los Angeles, 
was the victor in the first of a series 
of three-minute talks at the Mon- 
day luncheon, while Cy Jobson, of 
| San Francisco, took the second. Mr. 


_ 5 YEARS | 


"SALES OF AMERICAN 
~ GOODS TO ENGLAND — 
‘NEARLY DOUBLED IN- 


The Changing 
of the Guard at 
St. James's Palace 


Radio T 


read by one in three of such families. 


Are you getting your full Answer: The imes 
share of your English 
market? The answers to 
these questions may help 


you fo decide... 


it 1s 


Question: Is Radio 


the COVE Tage 


tt true that the 
Times gives vou four times 
density of Lite? 

Answer: Yes. With a circulation of 


two million, life reaches one Ameri- 


Juestion: Has 
the Depre 5S 


England emerged from can home in sixteen, while the Radio 


ton better than America? 


Yes. 
the national yearly income per head 
inthe U 


Times, with a circulation of 3, 0, 


Answer: From 1g3t to 1937 reaches one English home tn tour. 


Onestion: 
. 5. A. rose from $434 to $540, the Radio 


tion in England? 


What MNIqdue advantage has 


Times over any other publica- 


in Great Britain trom $402 to ¥<g8. 


Yuestion: Are American manufacturer Answer: It is the only publication 
p ofitin gy vy thi ruc Ca 


knglt 


ein the average Allowed to print British radio pro 


grammes a week in advance. The re 


sult, an independent survey shows, is 
that go% ot subscribers reter to each 
copy every day tor a week. 

In other words, one advertisement 
in the Radio Times is a national cam 
paign tor a week. 

+ _ — 

If vou are an American manufacture 
selling in England and would like tur 
ther market facts bearing on vour 
particular problems, write to the Ad- 
vertisement Direc tor, British Broad- 
casting Corporation Publications, 
Broadcasting House, Portland Place, 
nese W. 1, England. 


leh? 
Surah 


Aman’ 


Answer: American exports to Eng- 
land rose from £288,326,000 in 1932 


to $$21,123,664 in 1938. 


RADIO 


Suestion: Which knglish 


medium has the bigge 


AS 


families with 


advertising 


t circulation 


among 


£4 a 


smcomes Of Over 


crek? 


The English weekly magazine with a density of coverage 
four times that of Life 


TIMES 


Guarenteed net weekly sales, 3,000,000 
Rate, $2.46 per line per million readers 


NEW CROSLEY COPY 
First at Bamberger’s the NEW CROSLEY (th 


~ FAMBEROEE'S | 
SUPER -AAVENGS 


a t im 
~ BLT a 
iF 
— “Pmorny rue’ ram rhs 


This newspaper copy is the first used by 

Bamberger's department store to pub- 

licize its dealership for the new Crosley 

midget car. Photographic insets in in- 

formal layout portray the car's several 
features. 


Gordon told “How Media Can Sup- 
port Advertising Against Its Crit- 
ics.’ If business has a direct in- 
terest in maintenance of a free 
press, he said, the reverse is also 
true and the press should do every- 
thing within its power to show how 
American business has contributed 
constantly to higher living stand- 
ards. It can also help to defeat de- 
structive legislation by throwing the 
spotlight on it. 

Mr. Jobson discussed the neces- 
sity for cooperation between a com- 
pany’s sales organization and its 
advertising, giving illustrations of 
how tremendous momentum has 
been created by this friendly reci- 
procity. 

Mr. Mogge, the new president, 
will have as his fellow officers 
Douglas McPhee, promotion direc- 
tor, Safeway Stores, Inc., elected 
senior vice-president; William Bor- 
rie, Vancouver, B. C., secretary- 
treasurer, and Hazel Evans, of 
Tacoma, vice-president at large. 
Jack Leatherman, of Sacramento, 
was elected vice-president for dis- 
trict No. 4. 


Reader Studies Described 


The California Advertising Man- 
agers Association held a_ roving 


|convention timed to end with the 


beginning of the PACA. H. C. 
Bernsten, Pacific Coast manager, 
Bureau of Advertising, ANPA, de- 
scribed the reader studies being 
made to isolate the factors which 
make an advertisement attractive 
or otherwise, while Frederic R. 
Gamble, executive secretary, Ameri- 
can Association of Advertising 
Agencies, said that the agency is in- 
terested in only one thing—results. 
He asserted anything that will aid 


Nia you know that 
the Number One rural 
advertising rule has 
“better half”? 


the agency in getting sales for its 
client will be welcomed with open 
arms. He denied that any agency 
has any bias in favor of one me- 
dium against another, except as it 
proves able to accomplish its as- 
signed task. 

Youth had its innings at the con- 
clave when West Coast radio ex- 
ecutives called upon the younger 
men in their organizations for cur- 
rent views. Shepherding the neo- 
phytes were Don Thornburgh, vice- 
president of Columbia Broadcasting 
System, and Don Gilman, vice-presi- 
dent of National Broadcasting 
Company. 

Both emphasized the attention 
being given by networks to train- 
ing of younger men in all branches 
of radio broadcasting activity. Each 
introduced three young men from 
the respective networks. Represent- 
ing NBC were Jack Samways, Har- 
old Haklic and George Volger. 
From CBS came Robert Barlow, 
Robert Fisk and Richard Haysel. 

Other convention highlights in- 
cluded an address by Lois Ingalls, 
advertising manager of the White 
House, San Francisco department 
store. She warned against the use 
of superlatives in copy, emphasized 
that results are more important 
than techniques and criticised the 
folly of promoting merchandise 
with insufficient stock. 

The PACA also staged a “House- 
wives Quiz,” similar to the one 
which gained favorable attention at 
the AFA convention in New York 
last week. This was under direc- 
tion of Caryl Cole, radio director of 
Botsford, Constantine & Gardner, 
San Francisco. 

The 1940 convention will be held 
in Vancouver, B. C. 


Singer, Myhrum, Scully 
Added to Coveney Staff 


Harry Singer, formerly Eastern 
advertising manager of Simplicity 
Magazine and previously with The 
American Weekly and the New 
York Daily Mirror, has joined the 
executive sales staff of James A. 
Coveney Company, New York, na- 
tional advertising representative of 
shopping newspapers in 40 cities. 
Arthur Myhrum, formerly national 
advertising manager of Chicago 
Downtown Shopping News and pre- 
viously with the Chicago Tribune 
and New York News, will represent 
the Coveney firm in Chicago, with 
headquarters at 39 S. State street. 

James B. Scully, former depart- 
ment store merchandiser for the 
New York Journal-American, has 
joined the New York sales staff of 
Coveney. Further additions to the 
organization are expected soon. 


Gillette Names Thompson 

Gillette Safety Razor Company, 
Boston, has named J. Walter 
Thompson Company, New York, to 
handle its account in South and 
Central America and the Philippine 
Islands. 


Approves KEHE Sale 


The Federal Communications 
Commission has approved the sale 
of Station KEHE, Los Angeles, to 
Earle C. Anthony, Inc., owner of 
KFI and KECA. 


SEE PAGE 24 
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HEADS DON LEE SALES 


Wilbur Eickelberg, formerly manager of 
Station KFRC, San Francisco, has been 
promoted to the post of general sales 
manager of the Don Lee network, with 
headquarters in Los Angeles. William 
Pabst, assistant manager of KFRC, will 
succeed Mr. Eickelberg in his old post. 


‘Most Startling’ 
Offer Sponsored 
by General Cigar 


New York, June 28.—Advertised 
as “the most startling offer ever 
made to the American public,” Gen- 
eral Cigar Company devoted its 
color spread in the current issue of 
The Saturday Evening Post to a 
free trial offer for its new White 
Owl cigars. 

The insertion, bearing a coupon 
entitling any smoker to one free 
cigar, is believed by the maker of 
White Owls to be the first nation- 
wide sampling drive employed in 
the cigar field. The offer is limited 
to the Post copy, and will not ap- 
pear in White Owl advertising in 
Life or the 96 newspapers on the 
General Cigar list. 

Headlined, “To Introduce a Com- 
pletely New Cigar,” copy points out 
that “if you smokers like it, we 
gain good customers—if you don’t 
we lose thousands of dollars. That’s 
how much faith we have in this 


new cigar.” 


The coupon, which will be ee | M oO R E readers 


ored by any dealer stocking White 
Owls until Aug. 5, is inscribed “No | 
Strings, No Hitches.”’ General Cigar | 
advertising is under the direction | 


of J. Walter Thompson Company. 


Circulation Group 
Elects Don Davis 


Don R. Davis, Birmingham News 
and Age-Herald, has been elected 
president of the International Cir- 
culation Managers’ Association. 

Other officers are Clem D. 
O’Rourke, Cleveland Press, first | 
vice-president; Ralph B. Cowan, | 
Toronto Star, second vice-president, | 
and Robert W. Taylor, Flint Journal, | 
sergeant-at-arms. L. W. McFet-| 
ridge, Tulsa World, has been re- 
elected secretary-treasurer. 


Erwin, Wasey 
Gets Cudahy Food 

Cudahy Packing Company, Chi- 
cago, has appointed Erwin, Wasey & 
Co., Chicago, to handle advertising 
of its food division. 

Irving D. Auspitz has left Auspitz 
& Lee, Chicago agency, to become 
vice-president and account execu- 
‘ive with Erwin, Wasey & Co. The | 
‘ormer agency will be continued by 
\. F. Lee. : 


Begins Drive for Gin 


National Distillers Products Cor- 
poration, New York, has launched 

summer campaign in about 200 
hewspapers for Gilbey’s gin through 
‘opping & Lloyd, New York. The 
ny is also using newspapers 
pd advertise the reduced price of | 
wid Overholt whisky throughout 
om East. Arthur Kudner, New 
rork, is the agency. 


Archbold Opens Agency 
Charles L. Archbold has estab- 


pon an advertising agency at 3319 
- tg road, Cleveland. He was 
Neeney advertising manager of 
ational Refining Company and | 
nriginated the boy and slate sign | 
wr, for En-Ar-Co motor oil and 
‘nite Rose gasoline. 


Chein Store Award 
Stresses Role in 


Civic Affairs 


Mt. Pleasant, Mich., June 29.— 
Climaxing a six-month contest 
staged by Chain Store Age to dem- 
onstrate that chain store managers 
do accept their full share of civic 
responsibility, Emery E. Freeman, 
manager of the local J. C. Penney 
Company outlet, was acclaimed to- 
night as “The Community Builder 
of the Year.” 

Mr. Freeman was presented a 
bronze plaque and $100 in cash by 
Godfrey M. Lebhar, editor of Chain 
Store Age. J. C. Penney, numerous 


other prominent chain executives 
and many Michigan state officials 
were present at the ceremonies. 

The winner’s civic services have 
been both many and varied. He 
headed the Chamber of Commerce, 
the membership drive of the Ameri- 
can Red Cross, a city-wide Santa 
Claus sales event, maintained a 
college scholarship for needy stu- 
dents, was active in Boy Scout and 
American Legion activities, pro- 
vided part-time work in his store 
for college students, aided several 
churches, and participated in many 
other civic movements. 

Mr. Freeman was selected from 
several hundred other nominees, the 
names of 303 of whom have been 
inscribed on the Roll of Honor of 


Community Builders. The complete 
list was published in the June issue 
of Chain Store Age. 


Shickman Elected 


Meyer Shickman, Victoria Com- 
pany, has been re-elected chairman 
of the St. Louis chapter of the Na- 
tional Council of Ellis Plan Asso- 
ciates. Other officers are W. A. 
Douglass, Sunnen Products Com- 
pany, vice-chairman; Ken Bayer, 
Oakleigh R. French & Associates, 
secretary and librarian, and Sam T. 
Judd, Jr., Judd Advertising Com- 
pany, treasurer. 


Freeman Named 

M. R. Kopmeyer Company, Louis- 
ville, Ky., has appointed W. Abner 
Freeman vice-president. 


Bond Electric to 


Start Consumer Drive 


Bond Electric Corporation, New 
Haven, Conn., will make its debut 
in consumer publications late in 
August when it begins a campaign 
for its flashlight batteries. 

The magazine schedule includes 
Boys’ Life, Cosmopolitan, Holland’s, 
Liberty, The Saturday Evening 
Post, Southern Agriculturalist and 
Successful Farming. Edward Cave 
Company, New York, is the agency. 


Bare Issues Book 


D. M. Bare Paper Company, 
Roaring Spring, Pa., has issued 
“The ‘Book’ of Progress 1939,” a 
book containing its history and suc- 
cess story. The book was prepared 
by Albert Frank-Guenther Law. 


than 
any National Magazine! 


Into more Philadelphia homes than any national magazine goes 


The Family Circle... 20% more than any women’s service maga- 


zine or any national weekly . . . 56% more than any general 


monthly magazine .. . reaching 58,900 housewives. . . through 
the 636 Philadelphia units of the American Stores Company. 


Philadelphia is only one of many such cities. In 22 cities of 100,000 


population or more. . . 48 cities of 25,000 population or more... 


146 cities of 10,000 population or more... The Family Circle is 


read by more families than any national magazine... read thor- 
oughly and enthusiastically . . . by 1,400,000 FC fans... who make 


more trips to their neighborhood stores than any other group of 


1,400,000 women you can reach . . . because they’re all housewives 


...and they're all active shoppers. 


Only $2800 a page. . . for FC’s 1,400,000 best customers in yourbest 


urban markets. 


THE FAMILY CIRCLE 


“Every reader a customer” 


NEWARK 


NEW YORK 


CHICAGO 


SAN FRANCISCO 


eres ©. 


te 


In the following cities of 25,000 
population or more, The Family 
Circle goes into more homes than 
any national magazine. 


Alameda, Cal. 
Albuquerque, N. M. 
Bakersfield, Cal. 
Berkeley, Cal. 
Butte, Mont. 
Cleveland, O. 
Colorado Springs, Colo. 
Council Bluffs, lowa 
Dallas, Texas 
Denver, Colo. 

El Paso, Texas 

Enid, Okla. 

Everett, Wash. 

Fort Worth, Texas 
Fresno, Cal. 

Great Falls, Mont. 
Joplin, Mo. 

Lincoln, Neb. 

Little Rock, Ark. 
Muskogee, Okla. 
Nanticoke, Pa. 
Oakland, Cal. 
Ogden, Utah 
Oklahoma City, Okla. 
Omaha, Neb. 
Philadelphia, Pa. 
Phoenix, Ariz. 
Portland, Ore. 
Pueblo, Colo. 
Richmond, Va. 
Riverside, Cal. 
Sacramento, Cal. 
Salem, Ore. 

Salt Lake City, Utah 
San Angelo, Texas 
San Bernardino, Cal. 
San Diego, Cal. 
San Francisco, Cal. 
San Jose, Cal. 
Santa Barbara, Cal. 
Santa Monica, Cal. 
Seattle, Wash. 
Spokane, Wash. 
Stockton, Cal. 
Tacoma, Wash. 
Tulsa, Okla. 
Washington, D. C. 
Wilmington, Del. 
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N. Y. Newspaper 
Publishers Weigh 
Expansion Program 


Long Beach, N. Y., June 28.—The 
summer conference of the New 
York State Publishers Association 
and New York Associated Dailies, 
an affiliated group, came to a close 
here today following consideration 
of a proposal that several existing 
bureaus maintained by the publish- 
ers be centralized and consolidated. 

The pian was presented by James 
E. Stiles, publisher of the Nassau 
Daily Review-Star and president of 
Associated Dailies, who served as 
chairman of the policy coordinating 
committee. A minority report was 
submitted by Herbert W. Cruick- 
shank, assistant general manager, 
Gannett Newspapers. 

After considerable discussion of 
the plan, which called for a five- 
year expansion program by which 
the association’s budget would be 
increased 50 per cent, the delegates 
decided to postpone action until 
group meetings are held throughout 
the state. 

Other features of the four-day 


PUBLISHERS TALK BUSINESS AT BREAKFAST 


Newspaper men attending the convention of the New York Publishers Associa- 
tion and New York Associated Dailies get off to an early start: (left to right)— 
Karl H. Thiesing, secretary of the publishers’ group; Burrows Matthews, president 
of the association; James E. Stiles, Nassau Daily Review-Star, head of the asso- 
ciated group; and Egbert D. Corson, Lockport Union-Star and Journal. 


meeting included a Monday evening 
banquet attended by 200 people at 
which Raymond Clapper, Scripps- 
Howard Newspapers columnist, and 
Tom Wallace, editor of the Louis- 
ville Times, were the speakers; a 
series of business meetings at which 
committee reports were submitted; 
and pleasure trips to Jones Beach 
and the World’s Fair. 

In his address before the annual 
banquet, Mr. Wallace reviewed 


changing conditions in the news- 
paper field and warned against con- 
centration of ownership of news- 


papers. “Possession of a monopoly 
is a dangerous thing,” he com- 
mented, adding that in the city 


where he began his newspaper 
career there were six newspapers 
controlled by four groups at a time 
when the population was 200,000, 
compared with two newspapers 
owned by the same group now that 


Plant To Prosper 


An Idea That Was Developed Into 
An Institution § 


@ Like the weather, everyone 
has talked about the farmers’ 
problem, particularlyin regard 
to crop diversification, but very 
few ever did much about it. 
Back in 1934 the Memphis 
Commercial Appeal took defi- oe . 
nite steps to put an idea tO 4.2L. Majure, 1938 Plant 


work in the Mid-South. 


With a practical, well-planned pro- 
motional idea, The Commercial Ap- 
peal started Plant toProsper, stressing 
The very first year 
about 2,000 farmers in West Tennes- 


diversification. 


see, Mississippi, Arkansas 


east Missouri enrolled in the Plant to 


Prosper campaign. The 


was to encourage the farmers to bet- 
ter their conditions and adopt a self- 
* program. 
Working in close cooperation with 
the agricultural division of the Mem- 


sustaining ‘‘live at home’ 


Selling 
Action 2: 


to Prosper Champion 


and South- 


main idea 


gives... 


2 ae WAY a. The Commercial Appeal sells the consu- 


mer by its established reader interest. 


The Commercial Appeal sells the dealer 
by its vast trade paper influence. 


phis Chamber of Commerce 
and the agricultural extention 
forces of the Mid-South (or- 
ganizations which realized the 
importance and tremendous 
value of such a campaign), The 
Commercial Appeal has devel- 
oped this program until this 
year more than 32,000 farmers 
are participating. 

National recognition and acclaim 
have been accorded this outstanding 
promotional endeavor to aid the 
farmer. An idea has been developed 
into an institution. 

The Memphis Commercial Appeal 
has been a partner in progress not only 
with the farmer but with manufac- 
turers, distributors and merchants 
for 100 years. 

In the Mid-South The Commercial 
Appeal is the only media which really 


THE COMMERCIAL APPEAL 


MEMPHIS 


National 


Representative — The 


A Scripps-Howard Newspaper 


TENNESSEE 


Branham Company 


‘‘More Than A Newspaper — An Institution’’ 


the city’s size has doubled. 

Recalling that several of the 
famous publishers of the past were 
not above subordinating the public 
interest to their own, he asserted 
that “that kind of journalism is less 
prevalent than formerly, but the 
average newspaper today is not as 
frank, as vigorous in its utterances, 
as unbiased in its news, as it would 
be if its owner were less governed 
by his personal interests or those 
of a class.” 

Mr. Wallace made it clear that he 
did not intend to ascribe “the 
morals of a horse thief” to the aver- 
age publisher. He added that the 
unique position held by publishers 
involves singular responsibility and 
severe self-scrutiny. 


Describes State Drive 


Edward S. Barlow, president of 
Barlow Advertising Agency, Syra- 
cuse, reported at another business 
session that the $200,000 recently 
appropriated by the state legisla- 
ture for advertising will be spent 
outside of the state, and will be 
divided equally among newspapers, 
magazines, and radio. 

Frank E. Tripp, general manager 
of Gannett Newspapers, Henry M. 
James, editor of the Hudson Daily 
Star, and Karl Thiesing, executive 


secretary of the association, were 
other committee chairmen who 
gave reports. 


Make Full Truth 
Advertising’s Goal, 
Cameron Urges 


| 


| Toronto, June 28.—‘“Bolshevism 
|in Advertising,” the domestic va- 
riety, received considerable criti- 
cism yesterday from William J. 
| Cameron, Ford Motor Company 


public relations executive, in an ad- 
|dress to the Advertising and Sales 
|Club of Toronto. 

Truth in advertising has made 
great advances in our time, said 
Mr. Cameron, expressing the belief 
there was never a time when ad- 
vertising was more sincere. “But it 
is not necessary for a statesment to 
be untrue to be misleading,” he 
cautioned, “and though we may say 
we have reached truth, I will leave 
it to you to judge if we have 
achieved full truth.” 


Should State Limitations 


It would not be surprising, he 
said, “if some young genius ap- 
peared in the advertising world and 
made full truth popular, thereby 
enlarging the sphere and usefulness 
of his profession.”” A manufacturer, 
he observed, would make no mis- 
take if he told the public the de- 
merits and limitations of his prod- 
uct as well as of its merits and 
advantages. 

“We advertisers are in danger of 
being swept away from our prin- 
ciples by the outrageous principles 
of others,” he said, “just as in the 
sphere of international conduct.” A 
country announces conscription to 
counteract threats and one evil 
breeds another lie. 


Trickery Found Out 


Truth, he believed, could never 
catch up with trickery, but some 
day “these Bolshevik boys” in the 
advertising medium were going to 
be called out in the pages of the 
newspapers and their false claims 
debunked. 

“It is futile to resort to a de- 
liberate lie in advertising as is the 
practice in international policy,” he 
continued. “If an affirmation needs 
strength, strengthen it, but preserve 
its dignity and sanity.” 


South Africans 
Map Educational 
Drive on Diamonds 


Eleven Consumer Ma- 
gazines on List; Three- 
Year Drive Planned 


New York, June 27.—The first 
widespread institutional campaign 
ever launched in this country in 
behalf of diamonds, to be inaugu- 
rated in September issues of 11 
national magazines by DeBeers 
Consolidated Mines, Ltd., Kimberly, 
South Africa, will be a long term 
drive definitely planned to continue 
at least three years, it was learned 
here today. 

DeBeers, which was founded by 
Cecil Rhodes and now controls the 
sale of 90 per cent of all the dia- 
monds in the world, will employ 
full pages in color at the start. It 
is possible that other media will be 
added later. 

The schedule for the opening copy 


includes: Country Life, Fortune, 
Harper’s Bazaar, Ladies’ Home 
Journal, Life, The New Yorker, 


The Saturday Evening Post, Spur, 
Time, Town & Country, and Vogue. 
Business papers’ reaching’ the 
jewelry trade will also be used, 
with promotional work among 
jewelers likewise part of the pro- 
gram. 


Plan Varied Appeals 


Although final plans have not 
been completed, a number of copy 
themes will be used. Among other 
appeals, diamonds will be promoted 
for their value as heirlooms, as 
necessary accessories for well 
dressed men and women. Diamonds 
for engagement rings will also be 
stressed. 

The campaign, to be handled by 
the New York office of N. W. Ayer 
& Son, will follow a four-month 
field survey and a trip to South 
Africa by Gerold M. Lauck, execu- 
tive vice-president of the agency. 
The field research involved investi- 
gation in 52 cities in 27 states, in- 
cluding cash and credit jewelry 
stores and department stores. Age, 
sex, reason for purchase, preferred 
sizes, and the income level of dia- 
mond buyers were among the facts 
obtained. C. R. Hogen is service 
executive on the account. 


Approves Co-op Buying 

Indiana Auto Dealers Association 
has endorsed a plan for cooperative 
buying of tires, battteries and oil, 
similar to group buying being done 
by druggists, grocers and other re- 
tailers, involving price maintenance 
by participating members. 


Promotes Steamer Service 


D & C Navigation Company has 
launched a campaign to run through 
the summer in Cleveland news- 


papers promoting daily steamer 
service between Cleveland and 
Cedar Point. N. W. Ayer & Son is 
in charge. 


Farnsworth to Ayer 


N. W. Ayer & Son, Chicago, has 
been appointed to handle the ad- 
vertising and public relations of 
Farnsworth Television & Radio Cor- 
poration, Fort Wayne, Ind. 


Gets Leigh Cosmetics 

Briggs & Varley, New York, has 
been appointed agency for Leigh 
Cosmetics, Inc., New York. 


+8 


“One tiny corner worth 
rece ous’ humdreds of dollars” 


PRACTICAL BUILDER 


59 E. Van Buren St. - a a 


R. J. Castle, Bantam, Conn. 


-.-.- One of 


70.000 


CHICAGO 
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ADVERTISING AGE 


Bankers, Too, Seek 
Their Share of 
Installment Loans 


Competition Seen as 
Healthy Spur to Adver- 
tising Linage 


Chicago, June 29.—Many banks 
which have long been somewhat 
wary of directly assisting consum- 
ers to finance purchases of automo- 
biles and appliances are now cast- 
ing overt eyes at this type of busi- 
ness and are thereby setting the 
stage for a competitive struggle 
with the finance companies already 
in the field. 

Developments outlined to ApvVER- 
TISING AGE today indicate that both 


sides, plus the media representa-_| 


tives, may gain from this quest for 
business which is certain to be re- 
flected in increased advertising 
linage. 

While not all banks have whip- 
ped up enthusiasm about helping 
the consumer to buy a car or house- 
hold appliance, an increasing num- 
ber have found it both profitable 


and pleasant. Others are readying | 


such service but have not as yet 
advertised the fact. 


Cravens Heads New Group 
Concrete evidence that banking 


circles regard this type of business | 


worth considering came last week 
with formal organization of the 
Bankers Association for Consumer 
Credit at Conneaut Lake Park, Pa. 
Three hundred members of personal 
loan and finance departments from 
banks in all states attended the 
conference and elected Kenton R. 
Cravens, vice-president of the 
Cleveland Trust Company, presi- 
dent of the group. 

Many banks, as witnessed in this 
group, have had personal loan de- 
partments for several years, but it 
is only recently that attention has 
been given to the direct application 
of these personal loans to install- 
ment purchases. Emphasis during 
this conference was placed on the 
fact that it was not enough for the 
bank to merely offer this service— 
it must be sold to the consumer, 
and to the dealer who is the sec- 
ondary beneficiary. 

More definite information on 
what banks have done in offering 
services to consumers on automo- 
tive and other purchases is antici- 
pated in results of a survey now 
being completed for the Financial 
Advertisers Association. This sur- 
vey will analyze activity of FAA 
members in this type of loan. Its 
appearance is expected within 30 
days. 

Bankers believe they have several 
strong selling points that will look 
well in advertising copy. Consum- 
ers, they say, feel that borrowing 
from a finance company often lacks 
“prestige,” while a loan from a 


bank may be construed as a char-| 


acter reference. Bank copy is also 
expected to profit from some of the 
accusations that have been made 
against finance company copy re- 
garding excessive or 
charges. 


These accusations have not all) 


been justified and many finance 
companies have used advertising 
recently to tell the public their side 
of the story. 

The story of what a bank can do 
through advertising to gain this 
type of business was given the 
Conneaut Lake conference by I. I. 


Sperling, assistant vice-president of | 


the Cleveland Trust. 
$1,000,000 Per Month 


Mr. Sperling outlined a campaign 
vhich he said has brought his bank 
‘ monthly volume of $1,000,000 in 


on three major points: educational 


‘ctivity within the bank, copy in ay 


variety of media aimed at consum- 
*rs and considerable contact work 
vith automotive dealers. 


misleading | 


“The advertising,” Mr. Sperling | 


said, “took the form of large space 
newspaper announcements, later 
scaled down to a continuing pro- 
gram in both the general and clas- 
sified sections. 

“We also used radio for spot an- 
nouncements, outdoor posters, car 
cards, direct mail and display.” 

Separate copy was used for the 
bank’s “loan plan” and for its “pur- 
chase plan,” the latter being the one 
used by consumers for purchase of 
automobiles or appliances. Purchase 
plan advertising, he said, empha- 
sized the bank’s intention to keep 
such sales in dealer channels. 

“In connection with our finance 
plan,” he remarked, “we have sev- 
eral men who are working with the 
various dealers; one man constantly 
contacts automotive dealers, an- 


other man in the same field offers | have enjoyed an increase in busi-!| of Ford dealers everywhere in serv- 


sales help to the dealers; another 
man contacts builders and others 
such as department stores which 
sell household appliances.” 

Analysis of applicants revealed a 
surprising number who had never 
before borrowed at any type of 
lending institution, Mr. Sperling 
said. 

“We have learned several inter- 
esting things,” he added. “We know 
that our own customers, most of 
whom never thought of borrowing 
anywhere before, proved to be a 
most fruitful source of loans when 
they knew they could borrow from 
their bank. 

“Our competitors have told us 
that due to the stimulus of Cleve- 
land Trust advertising, they, too, 


ness. We find that automotive and 
appliance dealers have also felt the 
benefits of our advertising.” 


UCC Takes Up Challenge 


On the other side of the picture 
was the announcement today that 
the Universal Credit Corporation 
had launched a radio program over 
Station WXYZ, Detroit, and the 
Michigan network to combat in- 
roads the banks are making in car 
financing. 

This show is a musical and is 
heard from 7 to 7:15 p. m. Monday, 
Wednesday and Friday, with copy 
accenting Universal’s claim that its 
rates are the same as those of the 
banks and offers the added conveni- 
ence to customers of the cooperation 


|icing contracts. 

| N. W. Ayer & Son is the agency 
in charge. It is believed that the 
program, if successful, will be ex- 
tended to other cities warranting 
similar effort. 

It is difficult to make generalities 
about the comparative rates being 
charged by banks and the finance 
companies. The former assert that 
claims made by finance companies 
are sometimes based on pre-dis- 
counted notes and do not include 
charges for insurance and other 
services. 


Represents “Song Hits” 
Hagemann-Cottingham, Chicago, 

has been appointed Midwest repre- 

sentative of aed Hits apis casio 


| —_— 


ing again. 


DIDN'T realize that radio is an integral part of 
living until the hurricane deprived us of elec- 
tricity and, consequently, broadcast reception," 
said a New England housewife last fall. "My family 
was very happy when our receiver started function- 


"Radio is so much a part of life that we take it 
for granted. Time signals in the morning speed my 
husband off to work and the children to school. 


Household programs provide me with a wealth of 


' 


helpful culinary and housekeeping information. News 
periods keep us in touch with all that is happening in 


aaa a ne 


woven into the fabric 
of New England living and buying 


the world; play-by-play sports broadcasts hold in- 
tense interest for my husband and son, and the many 


musical and dramatic 


programs supply entertain- 


ment for all of us. Yes, — and the commercial 
programs supply constant and valuable shopping 


suggestions.’ 


Seventeen popular local stations, comprising the 


facilities of The Yankee 
land with this “integral 


Network, provide New Eng- 
part of living'’ — a service 


that is woven into daily life and daily shopping 


activities of those who 
audience in seventeen 


WNAC Boston 

| WTIC Hartford 
WEAN Providence 
| WTAG Worcester 


W | C C io 


New Haven 


WNLC New London 


“us type of loan. It involved attack | 


WCSH Portland 
WLBZ Bangor 

| WFEA Manchester 
| 


WSAR Fall River 
WNBH New Bedford 
WHAI Greenfield 
WBRK Pittsfield 


WLLH — 


Lawrence 
WLNH Laconia 
WRDO Augusta 


Lewiston 


WCOU ee 


nt 
% 


rg 


form the large able-to-buy 
major markets. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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Pepsodent Tests 
Liquid Dentifrice 
in Six Markets 


(Continued from Page 1) 


point on which no information is 
forthcoming. 


Green vs. Red 


Though Pepsodent liquid denti- 
frice is green in color, while Teel 
is red, the Pepsodent Company is 
as insistent as Procter & Gamble 
that interviews with thousands of 
consumers were made to determine 
the most popular color, among other 
features. While Pepsodent, like its 
rival, adopted.a glass container, it 
is somewhat more graceful in ap- 
pearance than the squat bottle 
housing Teel, gaining eye appeal 
though probably more easily 
knocked over. 

Introductory copy for Pepsodent 
tied up the economy appeal with 
the Irium story at which the com- 
pany has hammered so consistently 
in recent months, the headline 
asserting that “Pepsodent’s new 
liquid dentifrice brightens teeth 
with just. 2 drops!” A er 


secondary caption warned the 
reader that “Pepsodent liquid den- 
tifrice gives you the plus value of 
Irium, so don’t confuse it with other 
brands!” The safety feature was 
also given the foreground, absence 
of grit, pumice and bleach being 
heavily accented. 

The advertising of the liquid 
dentifrice was dominated by a re- 
touched halftone, in which the fea- 
tures of a girl were subdued and 
the whiteness of her teeth brought 
cut by a rainbow sweep ending with 
a likeness of the bottle itself, the 
illustration thus seconding' the 
promises of the copy. This tech- 
nique has been effectively used by 
Pepsodent in connection with ad- 
vertising of its other dentifrices at 
various times. 

Like Teel, Pepsodent liquid den- 
trifice is distributed in three sizes 
at 10, 25 and 50 cents. 

The Pepsodent account is handled 
by Lord & Thomas. 


WTAG to Petry 


Station WTAG, Worcester, Mass., 
has appointed Edward Petry Com- 
pany as national sales representa- 
tive. 


Agency Moves 
Beaumont & Hohman, Los An- 


geles, has moved to 816 W. 5th 
street. 


New York State 
Launches Sixth 
Annual Milk Drive 


New York, June 29.—The sixth 
annual “buy more milk” promotion 
staged by the New York State Bu- 
reau of Milk Publicity will be 
launched July 15, two months later 
than last year, it was revealed here 
today. Despite the late start, the 
campaign will be similar to pre- 
vious drives, and will be backed by 
a $300,000 appropriation. 

Newspapers will again bear the 
burden of telling New Yorkers the 
benefits to be derived from drinking 
milk, with about 200 dailies and 400 
weeklies on the schedule. Radio 
will also be used, with spot an- 
nouncements scheduled in larger 
cities. J. M. Mathes, recently re- 
appointed agency, is in charge. 

While the varied healthful prop- 
erties and uses of milk such as body 
building for the younger generation 
and reducing for adults, will again 
be stressed, a departure from pre- 
vious copy practice will be the com- 
bining of these selling points in 
single advertisements instead of de- 
voting individual insertions to each 
point. This shift is the result of 
copy tests conducted over a period 


of months early this year. 


NO WONDER © 


NO WONDER Dodge automobile officials say: “The pulling-power of 
WBBM has proved to be phenomenal. Since our WBBM program is 
our major advertising effort this year, obviously WBBM gets most of 
the credit for our splendid sales increases.” 


Well, here's the story, in two parts: 


PART |—Then they didn’t... 


Throughout 1938 the Dodge dealers of Cook County did mot include 
WBBM in their advertising plans. And throughout 1938 Dodge sales 
were consistently in sixth place in Cook County. 


PART Il—Now they do... 


In March, 1959, Cook County Dodge dealers started a WBBM program, 
‘Rhythm at Noon,’ conceived, developed, and produced by the WBBM 


program department. Up went Dodge sales . . . 
Dodge from sixth to fourth place . . . 


April 


over April °38. 

And May "39 showed an increase over 
May °38 of 186% .. 
times as great as the industry average 
in Cook County! 


Take a tip from Cook County's Dodge 
dealers, no matter what your product is 


, . consult the organization with 
or at what price it sells. They and many the nation’s outstanding 
another of the nation’s largest advertisers record for building program 

that pay 


have found that the paying way to adver- 
tise in the nation’s second largest market 
is—ase WBBM. 


immediately . . 


. lifting 


after only one month of broadcasting 


'39 showed a 137% increase 


. more than three 


Owned and operated by the Columbia Broadcasting System 
Represented nationally by RADIO SALES: New York, Chicago 


Detroit, Charlotte, N.C., 


Los Angeles, San Francisco 


only one of many W BB M- 
built programs making sales 
for advertisers . . . 
day. If you want suggestions 
about programming —if you 
want a show designed specifi- 
cally to sell your products — 


-WBBM- 


RHYTHM AT NOON ' ts 


day after 


50,000 WATTS 


CHICAGO'S CBS STATION 


INTRODUCES NEW LIQUID DENTIFRICE 


JUST OUT! 


PEPSODENTS NEW LN@QWIB DENTIFRICE 
BRIGHTENS TEETH WITH JUST 2 DROPS! 


Beautihes teeth amazingly. a 
Bad Breath. Contains No Grit, No Pumice, No Bleach . . 
PROVED SAFE for Tooth Enamel! 


PEPSODENT LIQUID DENTIFRICE GIVES YOU 
THE PLUS VALUE OF IRIUM! 
Se don't confuse it with other Brands! 


THOUSANDS THERMAL co thu eow, sale, just use ) dropesed pow ll see Pepeodenr + 
UQUID way co make their ee = ew Liquid one cod test 
partic with gionoes brllmece 0 wmeteet eensing uee li bane 
—~ lw mulsoes of busy bebbies — ecm to 
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PEPSODENT LIQUID DENTIFRICE - 


‘Big Name’ Star 
Signed for Rinso 
Daytime Program 


New York, June 28.—With the 
signing of Ruth Chatterton as star 
of the Rinso radio program, “Big 
Sister,” Lever Brothers has 
launched an innovation by bringing 
a well known Hollywood name to a 
daily serial feature for the first 
time. Ruthrauff & Ryan is the 
agency in charge of the program, 
which is heard five days a week 
from 11:30 to 11:45 a. m. over 66 
Columbia Broadcasting System sta- 
tions. 


Fall Newscasts for B&W 


Expanding to a_ coast-to-coast 
hook-up, Brown & Williamson To- 
bacco Corporation will sponsor Paul 
Sullivan’s news reports beginning 
Sept. 24. The program will be 
heard nightly except Saturday from 
11 to 11:15 p. m. over 35 CBS sta- 
tions. Batten, Barton, Durstine & 
Osborn is the agency. 


New York Hotel on Air 


Seeking to sell its service to 
World’s Fair visitors, the Roosevelt 
Hotel in New York has launched 
a new program over six Mutual 
Broadcasting System stations. Heard 
Monday, Wednesday and Friday 
from 1:15 to 1:30 p. m., the pro- 
gram consists of interviews with 
guests at the hotel who tell of the 
interesting sights at the fair. M. H. 
Hackett is the agency. 


P & G Shows Repeated 


Extending its broadcast activity, 


Procter & Gamble Company has | - 


inaugurated additional daily broad- 
casts of two of its daytime serial 
shows. “Life Can Be Beautiful,” 
formerly heard exclusively via CBS, 
is now repeated from 9:45 to 10 
a. m. over the Red network of the 
National Broadcasting Company, 
replacing P&G’s “The Gospel Sing- 


| ers.” “The O'Neill's,” an NBC Red 


show, is now repeated over other 
stations of the same network from 
5 to 5:15 p. m. Compton Advertis- 
ing handles both shows. 


Noxzema to Continue 


Noxzema Chemical Compa ny, 
which had planned cancellation of 
its “Professor Quiz” show, has de- 
cided to continue the program 
through the summer on fewer sta- 
tions. Six CBS outlets are being 


used for the show aired from 8:30 


to 9 p. m. on Saturday. Ruthrauff 
& Ryan is in charge. 


Finance Company Renews 


“Doc Barclay’s Daughters,” spon- 
sored five days weekly on 26 CBS 
stations by Personal Finance Com- 
pany, has been renewed effective 
July 24. The program which pro- 
motes loan services is aired from 
2 to 2:15 p. m., through Blackett- 
Sample-Hummert. 


Bristol-Myers Shifts Two 


Bristol-Myers Company has 
shifted two shows to the Wednesday 
night hour formerly occupied by 
Fred Allen’s “Town Hall Tonight.” 
Beginning July 5, “What’s My 
Name?” quiz program, will be 
heard from 9 to 9:30 in support of 
Ipana and Sal Hepatica, while Vi- 
talis will be promoted on the “For 
Men Only” show from 9:30 to 10. 
The new program schedule will be 
aired on 53 stations of the NBC Red 
network until Oct. 4 when “Town 
Hall Tonight” will return to the air. 
Young & Rubicam is the agency for 
Ipana and Sal Hepatica. Pedlar & 
Ryan handles Vitalis. 


Farnsworth Names Ayer 


Farnsworth Television and Radio 
Corporation, Fort Wayne, Ind., has 
appointed N. W. Ayer & Son to 
handle its advertising and public 
relations. The Chicago office of 
Ayer will be in charge. 


Scott Appointed 


Duncan A. Scott & Co., San Fran- 
cisco, has been appointed Pacific 
Coast representative for The Na- 
tional Provisioner, Chicago. 


Folger’s Coffee to LAT 


J. A. Folger & Co., Kansas City, 
Mo., has named Lord & Thomas, 
New York, to handle promotion of 
Folger’s coffee. Radio and news- 
papers will be used. 
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WHAT WE MEAN BY 


THEY EVEN ASK US HOW TO INVEST THEIR MONEY! 


Babson, Brookmire, Standard Sta- 
tistics each have their followers 
among investors. Forbes, Fitch and 
Poor are advisers to thousands. But 
any and all of these names are sec- 
ondary considerations when a 
farmer in Oklahoma or North Texas 
begins looking around for a safe 
Place to put the profits from his 
wheat or cotton crop or from the 
sale of his livestock. 

His investment guide is The 
Farmer-Stockman ... the same farm 


Tae D 


paper that has for thirty years 
helped him solve his problems 
whether they pertain to farming, to 
homemaking, to marketing, to poli- 
tics or to investments. 

A Logan County farmer, for in- 
stance, writes: ‘I have $3,000 to 
invest. I hear a program over my 


THE F 


radio each morning by the Blank 
Savings and Loan Association. They 
claim to pay 4% semi-annually and 
depositor is guaranteed up to $5,000 
by the Federal Government. Do 
You Consider This a Good Invest- 
ment for a Farmer to Make?” 
That is what we mean by reader 


OKLAHOMA CITY 


confidence. Incidents like this are 
repeated time after time. Hundreds 
of such occur each year. . . proving 
the close relationship between The 
Farmer-Stockman and its subscrib- 
ers which is such an important fac- 
tor in any advertising campaign in- 
volving the Southwest. 


RMER-STOCKMAN 


THE OKLAHOMA PUBLISHING COMPANY 


OKLAHOMA 


‘tty OKLAHOMAN AND Times *« Mistieroe Exemess & WKY, Oxtanoma City & KVOR, Cotonavo Sraincs & KLZ, Denver (Affiliated Management) *& THe Karz Acency, Inc. Representative 
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Ensemble Selling 
fo Make Debut 
in Bakery Field 


Different Products in. 
Single Package Long's 


Idea 


Chicago, June 26. Illustrating 
his address with actual examples, 
W. E. Long, president, W. E. Long 


Company, specialist in bakery pro- | 


motion and told the 
company’s annual 
general managers here last week 
that the industry’s greatest oppor- 
tunity to increase consumption lies 


management, 


in combining different products in | 


single packages. 

“To encourage use of a variety 
of bakery products,” said Mr. Long, 
“we must make its purchase con- 
venient and economical, instead of 
expecting the consumer to buy 
three or four different products as 
separate items. We must encour- 
age her interest in serving varie- 
ties by packaging different kinds of 
bread and sweet goods in one unit, 
giving her a small amount of each 
kind, instead of hoping that she 
will invest in a large amount of 
each variety. 


Variety for More Sales 


“It appears perfectly logical that 
if several varieties of bakery goods 
are placed on the table, more will 
be consumed at each meal. Like- 
wise, greater variety suggests wider 
opportunity for the 
devise more 
while raisin 


interesting 
bread or 


menus, 
coffee cake 


Metis Rubbor Cement 
a Asset to the Graphic Arts 
Professions- Nationally Used 

3 Grades - Light-Medium and 
Heavy-}2% Per Gal. Post Paid 

SS RUBBER CEMENT € 
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That 


* Ind ot 


ou can buy WMT 


COUTTS C, 


homes 


conference of | 


housewife to} 


ESSAY WINNERS GETS COVETED HONORS 


a as 


One of the highlights of the AFA convention was this presentation by Allen T. 


Preyer, vice-president, Vick Chemical Company, and ANA chairman, of the 
Advertising Age essay awards to Ruth Campbell Crichton, college winner, and 


Mildred Fitzgerald, 


might, under such a plan, take the 
|place of the candy now so often 
served. 
| “Since it seems obvious that the 
| housewife will not buy all of the 
|available bakery products in single 
‘units, we must coax her into pur- 
| chasing them by employing attrac- 
| tive assortments offered in a single 
| package at a reasonable price, and 
| by directing her attention to advan- 
tages of the idea with thoughtfully 
|; planned merchandising. 

“Such a program offers a road out 
|of the morass of deadly routine and 
static competition. It offers an ad- 
| venture in creating new sources of 
| business, which will substitute crea- 
tive stimulation of present outlets 
for profitless search for new ones.” 

Walter D. Warwick, vice-presi- 
dent of the Long company, reported 
that progress in manufacture of 
printing presses promises soon to 
make available wrappers printed in 


= | six colors at prices approximating 


those hitherto paid for one or two. 
He exhibited samples of brilliant 
new wrappers which will make the 
|loaf of bread a veritable blaze of 
| color in the grocery store. Mr. War- 
| wick also discussed public relations, 
describing it as a “day to day job.” 

Urging the necessity of finding a 


7 


Big radio responses usually come on 
items of unusual intrinsic value. 
trinsic value is one thing of which the Corn- 
tussel News is practically devoid. 


And in- 


It's a burlesqued country paper printed 
spasmodically in connection with ‘Corn- 
tussel News," a burlesqued news broadcast, 
sponsored by a large midwestern bakery. 
It is produced by WMT and fed to four 
other stations. 
alone pulled 11,952 responses. 


On the last offer WMT 


response confirms what many ad- 


vertisers already know — that WMT does 
an effective selling job to 747,569 radio 


in lowa and western Illinois. Eco- 


n combination 
ith IUNAX and nemically, too, with rates that figure as 
KSO or KRNT at ‘ow as 3 cents per thousand families. 
exceptionally Ask us how. Drop us a line, or call your 
rate nearest Katz office. 


Cedar Rapids-Waterloo + 600 Kilocycles 
NBC Blue-MBS + 5000 Watts L.S. + 1000 Watts Night 
Represented by THE KATZ AGENCY 


69,000 Square Miles of the RICHEST PART of the MIDWEST 


|; ronage evenly 


high school winner. 


basis for cooperation with super- 
markets so that the latter might not 
follow the chains into production of 
bakery products, Mr. Warwick in- 
troduced W. H. Albers, president of 
the Supermarket Institute, and op- 
erator of several thriving establish- 
ments in Cincinnati. Mr. Albers 
explained that the majority of sup- 
ermarkets insist on creation of de- 
mand by owners of the trademarks, 
plus a markup of 10 per cent on 
bakery products. Discussing his 
own methods of operation, he said 
that he has adopted price standard- 
ization, so that the consumer always 
knows what she will have to pay 
and therefore distributes her pat- 
over the week in- 
stead of concentrating it on “bar- 
gain days.” 

Milton F. Petersen, Peter Pan 
Bakeries, Omaha, discussed his ad- 
vertising policy, which 


one-half of 
radio. The 


receipts, 

which is allotted to 
secret of success in this medium, 
he said, is to visualize the de- 
sired type of audience in advance, 
and then create a program which 


will appeal to that select group. 
This special following should be 
treated with great consideration, 


with the best talent available being 
presented, and commercials being 
held to a minimum, both in number 
and length. 


Ruberoid Back 
in Magazines 


After Year's Lapse 


New York, June 27.—Half-page 
insertions in a list of magazines, 
including American Home, Better 
Homes & Gardens and House Beau- 
tiful, starting with the July issues, 
will mark the return of the Rub- 


eroid Company, maker of building | 
materials, to the national advertis- | 


ing scene after more than a year’s 
absence. 

During this period Ruberoid pro- 
motion has been limited to some 
localized newspaper campaigns and 
merchandising through dealers. The 
present series of advertisements, 
which will stress home moderniza- 
tion, will be supported by the use 
of business publications. Wildrick 
& Miller is the agency. 


Austin-Western Changes 


Sales Personnel 

Austin-Western Road Machinery 
Company, Aurora, Ill, has an- 
nounced the following executive 
changes: F. L. Jerome, vice-presi- 
dent, now assistant to the presi- 
dent: H. M. Kleiser, vice-president, 
has been named head of sales, ad- 
vertising, service and research. 

R. K. Stiles has been named sales 
manager and A. O. Teckemeyer, 
manager of governmental sales di- 
Vision Howard F. Barrows 
tinues as advertising manager. 


con- 


Gets Industeial Account 


Sidener & Van Riper, Indianap- 
olis, has been named advertising 
counsel for the Kellogg division of 
American Brake Shoe & Foundry 
Company, Rochester, N. Y¥., maker 
of air compressors for automotive 
and industrial use, air operated 
equipment and the Kellogg Auto- 
Lift Business papers and direct 
mail will be used 


provides | 
for an appropriation of 3 per cent! 
;of gross 


World’s Fair Seen 


as Strong Influence 
‘on Display Trend 


O'Clare Predicts More 
Use of Color in Win- 
dows of Future 


| New York, June 28.—The win- 
dow display of tomorrow will in- 
volve greater attention to architec- 
|ture, with exhibit designers deriv- 
| ing much inspiration from the New 
York World’s Fair, Dana O’Clare, 
display director of Lord & Taylor, 
this week told the 42nd annual con- 
_vention of the International Asso- 
/ciation of Display Men here. 


| 


The meeting also heard a report 


|of progress on a national survey of 
‘display methods being conducted 
|among practitioners to improve the 
| selling effectiveness of the medium. 
| Trends and special phases in dis- 
play, including the role of color, 
| were discussed by Bert Zahn, Sher- 
|win- Williams Company; June 
Rhodes, Bureau of Fashion Trend; 
}and Helen Cornelius, promotion 
| director, Elizabeth Arden. 


Use of Light Expanded 

Mr. O’Clare predicted that win- 
dows of the future will seek to give 
the impression of greater height and 
'depth. Color will be given free 
play and judicious use of light will 
enhance its effect. Spotlights, he 
said, will become decorative as well 
|as functional, being made a part of 
'the display. Greater use of wood, 
lucite, glass and cristaplem can be 
expected. 

Too frequent changing of displays 
was held by Miss Rhodes to hurt 
rather than help selling. She 
pointed out that by the time the 
customer has been aroused to the 
buying point, the launching of a 
new promotion cools her interest. 
She said too much attention is given 
to promotion of fashion merchan- 
dise and too little to staple items. 

Miss Rhodes expressed the belief 
that the advance of air conditioning 
will affect dressing habits and con- 
sequently displays—to a marked 
degree—within the next year. She 
called for less use of “gadgets” in 
displays and a return to more quiet 
and conservative windows. 


Push Display Survey 


Vernon Jones, of W. L. Stens- 
gaard & Associates, reporting for 
the committee which is working out 
the analysis of effective window 
displays, said that questionnaires 
are about to be sent to members of 
the association to get the benefit of 
their experience with the various 
factors that enter into display. 

Among other things they will be 
asked to describe will be their use 
of the different types of display 
listed by the committee, including 
dramatized displays, unusual assort- 


ment, prestige, ensemble, institu- 
tional, and combinations of these 
types 

Carl V. Haecker, Montgomery 


Ward & Co., emphasized that the 
findings of the study are not in- 
tended to be laid down as hard and 
fast rules fer display men to follow, 
since such variables and intangi- 
bles as the character and policy of 
the store must be taken into ac- 
count. The main value will be in 
furnishing the display manager 
with a check list for his own guid- 
ance 
pected to go out within a month 
The closing session saw the elec- 
tion of a new slate of officers for 
the association. These _ included 
Joseph McCann, S. Kann & Sons, 
Washington, D. C., president; Ray 
Parks, Leavitt Stores Corporation, 
Manchester, N. H., first vice-presi- 
dent, and Richard A. Staines, Van- 
devers, Tulsa, Okla., treasurer. 


Kleckner to Jam Handy 
Joseph B. Kleckner has been ap- 
pointed to the executive staff of 
Jam Handy Organization, Detroit. 
He was formerly president of Mo- 
tiongraph, Inc., Chicago, manufac- 
turer of motion picture 


The questionnaires are ex-| 


projectors 


ENJOYED CONVENTION 


Rake 


At the big AFA meeting, Mrs. Melville 

Gordon, Gardner Advertising Company. 

St. Louis, poses with J. S. Roberts, 
Retail Credit Company, Atlanta. 


Advertising Now 
Follows Consumers 
Onto Golf Course 


New York, June 27.—A new 
advertising medium, offering a top 
potential circulation of 40,000,000 
annually, has made its debut in the 
very spot where most men and 
women go to forget their troubles— 
the golf course. 

Pictorial Score Card Company 
today reported results of the inva- 
sion of this field which it began in 
November. To date, a spokesman 
said, more than 2,500,000 score 
cards have been distributed which 
are like any other card, save on two 
counts. The back cover offers, in 
pictures and words, tips on golfing 
by renowned professionals. Along 
with this is advertising for one or 
more products. 

A sample card suggests that the 
golfer call for Fleischmann’s gin at 
the 19th hole, while another de- 
scribes Newsweek as the magazine 
lof “news significance,’ its well 
| known copy theme. 

Pictorial points out that its poten- 
tial audience includes 1,300,000 
members of 5,276 golf clubs and 
that these members comprise a class 
market. It also estimates that there 
are 40,000,000 golf games played 
annually. Erwin, Wasey & Co. is 
Pictorial’s agency. 


Jacob Re-elected Head 
of Piano Manufacturers 


C. Albert Jacob, Jr., Mathushek 
Piano Mfg. Company, New York, 
was re-elected president of the Na- 
tional Piano Manufacturers Asso- 
ciation at its annual business meet- 
|}ing in New York. All other officers 
vere also re-elected: R. C. Rolfing, 
Rudolph Wurlitzer Company, Cin- 
cinnati, vice-president; Eugene A. 
Schmitt, Hardman, Peck & Co., New 
York, treasurer; and W. A. Mennie, 
| secretary. 

A rise in sales of 41.7 per cent 
|in May and 30.5 per cent in the first 
| five months was reported. 


Greist Joins Moser 
| E. Harold Greist, formerly vice- 
| president of Gardner Advertising 


| Company, New York, has joined 
the New York office of Moser & 


|Cotins, New York, as a director of 
the agency 


MmKAUFMANN & FABRY CO 
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Marvin Greenwood (left), new general | 
manager of Celotex Corporation, is be- | 
ing congratulated on his promotion by 
Henry W. Collins, vice-president in 
charge of merchandising. 


Scriven, Lloyd to 
Head New Nielsen 
London Office 


New York, June 27.—A. C. Niel- 
sen Company, market research or- 
ganization of Chicago and New 
York, will shortly open a London 
office for the extension of its food 
and drug index services in Great 
Britain, according to an announce- 
ment made here last week by A. C. 
Nielsen, president, 

Mr. Nielsen told the Market Re- 
search Council that British adver- 
tisers had expressed keen interest 
in the type of research which his 
cempany has conducted here. 

L. Edward Scriven has been ap- 
pointed managing director of A. C. 
Nielsen Company, Ltd., as the 
organization will be known abroad. 
Co-director with Mr. Scriven will 
be Dr. Edward L. Lloyd. Both these 
men have held the title of vice- 
president and have been associated 
with Mr. Nielsen for comparatively 
brief periods. 

Mr. Scriven was formerly asso- 
ciated with Batten, Barton, Durstine 
& Osborn, and Mr. Lord was with 
the Bureau of Foreign and Domes- 
tic Commerce. They will sail on 
the S. S. Washington July 12. 

Mr. Nielsen also told the Council 
of recent developments with the 
Audimeter, a _ recording instru- 
ment used by the company in 
analysis of radio listening habits. 
The Nielsen radio index will be 
launched shortly under direction of 
Hugo L. Rusch, executive vice- 
president. It was described in detail 
in ADVERTISING AGE May 29. | 


Heads Research Council 


Arthur Hirose, research director 


RECEIVES PROMOTION [ce Industry Will 
Increase Budget 


made as to the size of the budget, 


Mr. Hust reported that 75 per cent | Falk Foundation Fame alae Hears 
of the necessary funds has already A , Dunn 
nnounces Grants 


been received. Little change is an- The Premium Advertising Asso- 
ticipated in the media 


land a 10 per cent increase in ice 


of McCall Corporation, has been 
elected president of the Market Re- | 
search Council of New York. me 
succeeds D. E. Robinson, general | 
manager of Federal Advertising | 
Agency. Arno H. Johnson, J. 
Valter Thompson Company, was 
“lected vice-president and W. S.| 
ohnson, Vick Chemical Company, 
ecretary-treasurer. L. D. H. Weld, 

rch director, McCann - Erick- 


on, was named member-at-large | 
' the executive committee. | 
Milwaukee Club 


Re-elects Heinmiller 

JA G. Heinmiller, sales manager 

‘ American Paper Company, has 

“en re-elected president of the 

ukee Advertising Club. 

er officers named are Walter | 

sales manager, Pohlman Stu- 
ice-president; Gus A. Tres- 

ivertising manager, Milwau- 
Light Company, treasurer, 
am W. Hascall, sales pro- 
manager, The Hein Com- 
cretary. 


— 


NBC Promotes Hitz 
“(ward R. Hitz, National Broad- 
Company network sales- | 
been appointed assistant 
Witmer, vice-president in 
_Oof sales. Mr. Hitz, who} 
‘BC in 1928, will coordinate 
| sales operations and act | 
. 't of contact with other de- 
rh 's. He succeeds James V. | 
|, who was recently trans- | 
the stations department. 


Cc 


for 1940 Campaign 


Chicago, June 28.— National Ice 
Advertising, Inc., advertising or- 
ganization for the industry, expects 
to increase its budget 20 per cent 
for the 1940 campaign, Harley Hust, | 
advertising director, said today. 

Mr. Hust based his comments 
upon opinions expressed at a recent 
directors’ conference. Representa- 
tives of the industry at that time re- 
ported gains ranging from 25 to 50 
per cent in sales of ice refrigerators 


progress 


sales. Sentiment was extremely 
favorable toward campaign plans 
for next year on a budget believed 
to be in the neighborhood of 
$500,000. 


| ment Store, 


Business Week - June 17, 1939 


although a field study currently in| 
is expected to produce | 
several new merchandising ideas. 

Donahue & Coe will be 
as the asscciation’s agency. 


MacDougal, Kendrick 
Western Golf Winners 


had 


set-up, 


retained 


Ridge Country 


low 
the 


| Industries.” 


Totaling $116,000 


Pittsburgh, June 28.—The Falk | Une 20, 
| Foundation today announced three | advertising 1 
/new appropriations totaling $116,-| speaker being Charles Wesley Dunn, 
| 000 to further its program of spon- 
|soring studies in economic research. | 

J. Steele Gow, fund director, said 
that two of the grants will go to the 
| Brookings Institution and a 

H. K. MacDougal, N. W. Ayer & | to the National Bureau of Economic 
Son, scored first low net for 27 holes | Research. 
in the second tournament of the | 
Western Advertising Golfers Asso- 
ciation at Sunset 
Club, Chicago, June 16. Second low 
net was registered by M. B. Ken- 
drick, Outdoor Advertising, Inc. 

W. T. White, Wieboldt’s Depart- 


Brookings will use $21,000 to con- 
tinue its study of “Dynamic Pricing 
Practices,” and $35,000 for research 
on “Bases of National Prosperity.” 
National’s project on a $60,000 ap- 
propriation will be published under 
net for 18 | the title, “Production and Produc- 


holes, with H. R. VanGunten, Lord | tivity in 


Non-Manufacturing | jication 
While no official disclosure was | & Thomas, second. 


ciation of America held a session at 


|the Waldorf-Astoria, New York, 
in which a talk tracing 
j}recent developments in premium 


aw was featured, the 
general counsel for the association. 

An unusual “other-fellow’s-view- 
point” was secured by members 
when a number of housewives re- 
ported on their reactions to the use 


third ; 
of premiums. 


Joins Jacobs List 

A. M. Hansen, Chicago; W. H. 
Grubbs, Los Angeles; Robert W. 
Walker, San Francisco, and J. A. 
Converse, Portland, Ore., have 
joined the sales staff of Jacobs List, 
Inc., Clinton, S. C., religious pub- 


representative, as repre- 
,sentatives in their respective areas. 


WASHINGTON BULLETIN 


WASHINGTON (Business Week Bureau) 
—As an employer, you have to ex- 
pect a “morning after,” if the new 
socia) security bill stands as passed 
by the House. The measure is ad- 
vertised as a “pay-as-you-go” system, 
but the going may get to be a little 
tough because of the heavy added 
expenditures that slap a new mort- 
gage on future payrolls. Retaining 
until 1942 the present 1% tax rate 
on employers and employees alike 
for old age insurance instead of 
advancing the rate to 142% next 
year, as originally planned, may be 
all to the good, but the edge is 
taken off this satisfaction by the 
prospect of the future’s heavy load. 
This is all the more ominous be- 
cause it can’t be figured exactly. 


Raising the Ante 


WuILE THE BILL PROPOSES now to aban- 
don the idea of a $47,000,000,000 reserve 
and substitute for it a contingent re- 
serve not to exceed three times the high- 
est annual payments during th 
ing five yegps 
by the Hou 
to the stat 
increased fre 
states will 
basis), and 
to seamen al 
means the add 
beneficiaries. 


Maybe Tax 


SENTIMENT an 
tions is wholly 
relief to be go 
Democrats and 
anxious to obliga 
000,000 before th 
jumps to 2% in 1 
on it is posted ¢ 
either of the payre 
may have to be hi 
no assurance that 
will be self-support 


Merit-Rating 


One OF THE BIG andl 
nized surprises of th 
body blow which it 
called merit rating sys 
ment insurance, unde 
get special tax conce 
employment records. 
To assure adequate s 
the new bill would set 
which states would ha 
Most important of these 
is the requirement that = 
insurance collections in H state must 
equal 2.7% of the state’s total annual 
payroll if employers within the state are 


to obtain credit allowances on federal 
taxes. 

This looks fair enough on the surface, 
but it would hamstring merit rating, for 
many employers with records of steady 
employment under these systems would 
pay less than 2.7%. The average 


throughout the state could only be. 


raised to the new federal standard if 
other employers were forced to pay more 
than 2.7%. That would raise havoc and 
ultimately force amendments in the 
state laws that would virtually wipe out 


TVA Clipper 
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» 
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go. at eee 
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ts uff. 
we says the House bill 
is satisfactory, does not prevent the 
deal. But Norris means he won't let 
the House bill pass if he can help tt. 


the present incentive tax differentials. 
The 2.7% figure would become not an 
average but an actual tax rate. 


An Alternative, But No Out 


THE NEW FEDERAL BILL provides an os- 
tensible escape from the 2.7% strait- 
jacket, but the alternative is of a type 
that is equally objectionable to the merit- 
rating camp. Federal tax credits would 
be allowed employers (1) if the unem- 
ployment insurance fund in his state 
were equal to 1} times the largest amount 
paid into or withdrawn from the fund 
in any of the 10 preceding years; (2) if 
employees were paid benefits for 16 
weeks or one-third of the previous year’s 
earning (the present average is one-sixth 
to one-fourth); and (3) if compensation 
rates were fixed at the full-time weekly 
earnings. 


ings 
ERAL ARNOLD 
yushing anti- 
+ House con- 
p his $1,300,- 
year begin- 
ked out his 
fing squad- 
\offices and 
pliance on 
rosecuting 


Clippir= 


SId, how- 
m added 
or more 
lent and 
tch jobs 
nd law 
mm into 


ex- 

; color provisions and 
Most labeling requirements until Jan. 1, 
194, and leaves open the possibility of 
an additional six months’ grace period, 
for Sec. Wallace is granted authority to 
extend most labeling requirements until 
July 1, 1940, but only with respect to 
such products whose lithographed labels 
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Hooper Evaluates 
Headlines with 


58-Point Chart 


New York, June 28.—Application 
of the procedure for pre-publication 
analysis of advertisements, outlined 
in ADVERTISING AGE, June 19, by C 
E. Hooper, is shown in the chart 
above. This analytical technique 
evaluates individual elements in 
each advertisement as a step in the 
overall process of estimating the 
advertisement’s potential effective- 
ness. 

Although in practice, the evalua- 
tion of headlines and other elements 
is applied prior to the release of the 
advertisement, for illustrative pur- 
poses it has been applied to some 
previously published advertisements 


MAILING SERVICE 


Multigraphing —— Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


40 So. Dearborn St. Wabash 8655 
CHICAGO 


Started 
1933 


“HEN’S”” THE SPOT! 


WHERE 51,448 ACTIVE PLANT OPERATING MEN “eer 


| in the table above. To add further | ment than on the individual field | 
interest to the subject matter, the | report. 

pre-publication analysis procedure; Readers who daily engage in pas- 
was applied to advertisements on | sing judgment on headlines accord- | 
which reader interest records had | ing to their own standards, should 
previously been taken in the field.| find it interesting to apply their 
It will be noted that 58 “working | own criteria to the headlines which 
factors” are used as a base for the | are evaluated above. 

evaluation. Concentration of work- 


advertisement by diagnosis. 
In the column headed “Diagnosis” 


Re-entry Into 
is shown the per cent of the 58 | 2 
westinn semiats Saad to be pened National Picture 


in each individual headline. Ac- New York, June 27.—Fada Radio 
companying and paralleling this an- | and Electric Company, once one of | 
alytical rating is the record of re-|the big names in radio receivers, 
membrance of reading which was 
recorded in the field reports on 
these particular advertisements. uled to start soon in the New York 
It will be noted that there is ap-| metropolitan area, proves success- 
proximate correlation between the | ful. 
two ratings in 24 out of the 28 cases While Fada has been using space 
illustrated. In the four bottom|in newspapers on a _ cooperative 
cases there is no approximation of | arrangement with dealers, the new 
correlation. effort will be the first under its own 
Mr. Hooper pointed out that be-| name in several years. Newspaper 
cause the factoral evaluation § is| insertions ranging from 500 to 1,000 
based on a study of a mass of field | lines will present a line of radios 
data, whereas the individual field| ranging from portables to radio- 
report is developed from the limited | Phonograph combination consoles. 
sample used in the field for the|4nnouncement of a line of televi- 
reader check on that particular ad- | sion receivers is expected in about 
vertisement, advertisers may place|* ™onth. Sternfield-Godley has 
greater reliability in the diagnostic | been appointed to handle the ac- 
rating on an individual advertise- count 


tising picture if a campaign, sched- 


| Graphic Arts Institute 


Formed in Boston 
Graphic Arts Institute of Massa- | 


| State. 

Eugene H. Gordon, 
|lor, is president. Other officers are 
|Raiph J. Waite, Miehle Printing 
Press & Mfg. Company, vice presi- 
| dent, James M. Howard, A. T. How- | 
ard Company, treasurer, and How- 
lard S. Patterson, secretary-man- 


Gordon-Tay- 


IN THE LARGER PLANTS IN ALL INDUSTRIES) Packaging Institute 


LOOK FOR THEIR OPERATING NEEDS. 


Result of 


reader usage is results f 


dard units of space co 
month. 


More coverage and mor 


offered by any other p 
culation. 


PROOF’ 


DETAILS’ 


INDUSTRIAL EQUIPMENT NEWS 
Thomas Publishing Co., 461 8th Ave., New York, N.Y. 


this exclusive 


More than 37 


Write for” 


Plans First Meeting 


The first annual meeting of the 
| Packaging Institute will be held 
| Oct. 12-13 at the Edgewater Beach 
| Hotel, Chicago, to consider, 
|} other subjects, 
industry program. 

The institute comprises a produc- 

| tion division and a newly organized 

_ | supplies division. William M. Bris- 

e advertising action than |tol, Jr., Bristol-Myers Company, is 
hae sident of the institute. 


Moves Detroit Of Office 


| The Detroit sales office of United 
States Rubber Company and U. S 
Tire Dealers Corporation has moved 
to 5850 Cass avenue 


To Logan & Rouse 


Logan & Rouse 


“LOOKING FOR” 
or advertisers from stan- 
sting only $79 to $85 a 


ublication of similar cir- 


5 advertisers for July. 


THE TEN PLANS 


Advertising Com- 


pany, Los Angeles, has been ap- 
|pointed to handle the account of 
West Coast Manchester Mills 


ing factors present is used as a base | 
for determining the rating given the Fada Radio xdio Weigh s 


may again enter the national adv er- | 


Member  \chusetts has been organized in | 
aie Boston to increase the efficiency of 
CCA the graphic arts industries in that 


among 
the formation of an | 


Stewart Warner 
Schedules Intensive 
Drive for New Line 


Chicago, June 28.—Plans for an 
intensive two-month newspaper 
|campaign were outlined before dis- 
tributors last week by Stewart- 
|Warner Corporation in introducing | 
jits new “Silver Dollar Line” of 
radio receivers. Copy will be placed 
|in cooperation with dealers during | * 
| September and October with inser- 
|tions of 6,600 lines scheduled for | 
major markets and smaller units in 
other areas. 

The new line, described by L. L. 
|Kelsey, radio sales manager, em- 
|braces 21 models, of which 15 are 
| new and 4 are custom built. The 
Varsity models will be adorned with 
color likenesses of the Dionne quints, 
who will be featured in copy. 


Has Unusual Catalog 


One of the Stewart-Warner sales 
promotion pieces designed to help | 
dealers move the line is an unusual 
catalog interesting enough mechani- 
cally to insure consumer attention. 
| The binding is at the top and visible 
|indexing is made possible by suc- 
icessively lengthening the depth of 
the pages. Another Stewart-Warner 
| innovation is a 60-pound display 
stand for table models. The new 
aids are expected to assist in the 
| aggressive expansion of distribution 
announced by Mr. Kelsey. 

Among those who took the ros- 
| trum during the meeting was Wil- 
| liam MacDonald, president of the 
Hazeltine Corporation, specializing 
lin radio patents. Discussing the 
inevitable subject of television 
standards, Mr. MacDonald said that 
| while the Federal Communications 
|Commission refused to approve the 
|\standards recommended by the 
|Radio Manufacturers Association, it 
has issued a ruling requiring any 
manufacturer departing from them 
to explain why. 


Expects Price Variations 


Mr. McDonald expects 
variations to be one of the most 
startling aspects of competition 
| among producers of television re- 
ceivers. The smallest sets may be 
available as low as $100, he said, 
the price varying in direct propor- 
tion to the size of the image. 

Another phase of television which 
is worrying experts, he said, is serv- 
icing of sets. Though a number 
of schools have been established in 
which to train service men, the new 
art involves so many speculative 
factors that the problem is consid- 
ered far from solved. 


price 


Fluorescent Light 
for Home to Be 
Promotion Theme 


Salem, Mass., June 27.—Visitors 
to the New York World’s Fair and 
those who have read about the 
decorative effects provided at the 
big show by fluorescent lighting, 
this week learned that the new 
illumination is now available for 
| home as well as commercial use. 

In a full page advertisement in 
| Life, Hygrade Sylvania Corporation 
| revealed its readiness to outfit 
| stores, homes, schools and factories 
| with the narrow lamps, which give 
| three times as much light per watt 
of current as ordinary lighting, 
according to Hygrade’s claims. 

In addition to this economy fac- 
tor, Hygrade points out the cool 
operating quality of the lamps, the 
jglareless illumination and_ the 
choice of six colors in which the 
lighting is provided. Although ad- 
vertising plans are not yet complete, 
spokesmen for the company say the 
fluorescent campaign should swing 
_into high gear about the end of the 
| summer. The Biow Company is in 
| charge. 


Rock Names Kimball 


M. Rock, Inc., New York tailor, 
has appointed Abbott Kimball 
|Company, New York, to direct its 
| account. 


| Crosley Gets Award 


The Crosley Corporation, Cin- 
| cinnati, has been awarded a gold 
|medal by the Paris International 
Exposition of 1937. 


Nebraska, S. W. lowa 
Corn Crop Outlook Bright 


T. A. Blair, U. S. Dept. of Agrieutiure. 
Lincoln, Neb., reports an average rainfall 
of 6:02 inches, throughout Nebraska. 
from April Ist to June 2ist. S. W. lows 
too, shared in beneficial rains. 


Crossing lowa and Nebraska by auto * 
mid-June, J. G. Donley found lush gree 
everywhere, and optimistic farmers, 'e 


ports CNF. 
Plant your selling message now in this 


wide, fertile territory — Nebraska and 
S. W. lowa—covered by 


0 MA H A 


World-Herald 


Notional Representatives: O'Mere & Ormubee 'e* 
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HEADS ADCRAFTERS 


H. O. Ward, director of advertising and 
sales promotion for the export division 


of Chrysler Corporation, has been 
elected president of the Adcraft Club of 
Detroit. 


Department Stores 
Show 41% Drop in 
"38 Net Profits 


Boston, June 27.—Dollar volume 
of the nation’s leading department 
stores declined 7 per cent in 1938 
from 1937, and higher operating 
costs helped to reduce net profits 
41 per cent, according to a study 
released today by the Bureau of 
Business Research of Harvard Uni- 
versity’s Graduate School of Busi- 
ness Administration. 

This report covers income and 
expenses of 430 companies operat- 
ing 547 stores. 

Dollar volume of the aggregate 
advertising expense of these stores 
also declined, although total budgets 
took a greater percentage of the 
net sales total in 1938 than in 1937. 
Advertising expense of all the 
stores was 
in 1938, or 3.75 per cent of net 
sales. In 1937, total advertising ex- 


pense was 3.6 per cent of net sales. | 


Net losses from merchandising 
operations were reported by about 
64 per cent of the companies cov- 
ered in the survey, although it was 
pointed out that most of the stores 
received income from other sources 
sufficient to make a final net profit. 
For the group this averaged 2.65 
per cent of sales, as compared with 
415 per cent in 1937. 


“Returns” Are Costly 


With many economists broaching 
the view that the varied services 
lemanded by consumers are a dis- 
linct factor in widening the spread 
between production cost ana pur- 
hase price, it is interesting to note 
Nat part of the report dealing with 

expense of “returns.” 

Among the large urban stores 

erchandise returned by customer: 
nd allowances made to customers 
mounted to more than 10 per cent 

About 5 per cent of 
sales transactions 


' gross sales. 


oritinal 


ree 


a 


> 


In 

the 
Center of 
St. Louis 


Kates from 
s 5.00 


_ Restaurants 
\ Adjoining 
Garage 


| sulted 


reported at $54,421,461 | 


in returns rather than in 
final sales. The average value of 
merchandise returned transactions 
was over $4, or about twice as large 
as the average sales transaction. 

Malcolm P. McNair, professor of 
marketing at the university, is the 
author of the study. 

One of the most significant com- 
ments by Prof. McNair deals with 
functional changes in retailing and 
in the relations of department 
stores with manufacturers. 

“Large scale manufacturing oper- 
ations,” he pointed out, “result in 
the introduction of economies, but 
they are made possible only by the 
expenditure of larger sums for mar- 
keting. Thus, from a broad eco- 
nomic standpoint, the distinction 
between production costs and distri- 


ADVERTISING AGE 


bution costs becomes blurred, and 
in theory, not even particularly 
important. This is a trend which 
has been in evidence for years. 

“At the same time we have 
experienced a growth in large-scale 
retail business which is functionally 
different from small retailing. In 
the case of the small retail enter- 
prise, the vendors, whether manu- 
facturers or wholesalers, charac- 
teristically come to the store; they 
may even furnish the advertising, 
dress the windows and supervise 
the stock. 

“But the large retail enterprise 
typically goes to the vendors, as a 
rule directly to the manufacturers. 
For many lines of merchandise it 
has its own brands, it lays down 


specifications, it not infrequently 


may undertake functions of styling 
and design. Thus, many of the 
manufacturer’s marketing functions 
have been taken over by large re- 
tailers. When the manufacturer 
goes to the store, the cost of certain 
marketing functions is the manu- 
facturer’s selling expense and con- 
sequently appears as part of the 
cost of goods to the _ retailer; 
whereas, when the store comes to 
the manufacturer, the cost of the 
equivalent marketing functions ap- 
pears as part of the store’s oper- 
ating expense. 

“Thus two things have been 
going on at the same time: market- 
ing costs have been increasing in 
proportion to manufacturing costs; 
and large retail enterprises, in 
reaching back to manufacturers, 


have tended to absorb in their ex- 
penses of operation a larger share 
of these marketing costs, many of 
which formerly came to them as 
part of the invoice price of their 
goods. 

“There is no doubt in the writer's 
mind that the combination of these 
two developments serves to explain 
in part the rise in department store 
expenses over a period which has 
been characterized by a growth in 
the scale of business operation and 
by a marked tendency toward the 
shifting of functions from sellers to 
buyers. The same combination also 
is important in explaining why 
studies of department store costs 
year after year have revealed 
higher operating expense ratios for 
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Q. So you're the super salesman of Southern California? 


—_ —— 


nett titaeal 


A. That's what advertisers say. 


Q. Oh, you're a Little Sir Echo, eh? 
A. No, just a little surplus. 


Q. In the 4th Major Market? ' 


large concerns than for small ones.” 


A. In the 3rd. That's one surplus. Not Los Angeles County alone, but the whole "State of 
KFi''—the additional coverage that converts the 4th Major Market into the 3rd, and at 
no extra cost. 


Q. Don't tell me you have a twin surplus! 


A. Yes, we do. in addition to giving you the 3rd Major Market instead of the 4th, we also 
give you the dominant station in power, popularity and programs—the station people 
listen to, whose advertisers people patronize. 


Q. That's what they all say. How can you prove it? 


A. By a long list of both local and national repeat advertisers who have proved through 
results that the best buy is KFI. 


Q. Now THERE is a point! You may sell an advertiser once, but he won't stay sold unless you deliver results. The best 
yardstick for station selection is the record of commercially sponsored periods contracted for by advertisers. 


Do you have 


A. 


a dotted line handy? 
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Sponsors of the Consumer 


Clarence Francis, president of the 
General Foods Corporation, takes a 
sound and_ reasonable attitude 
toward the consumer movement 
when he says that it is up to adver- 
tisers and manufacturers generally 
to give it full consideration. Care- 
ful analysis of suggestions and criti- 
cisms representing the consumer 
viewpoint is essential, he points out, 
and business should put its house 
in order so that no reasonable and 
justifiable complaint may properly 
be made against it. 

At the same time Mr. Francis, 
in discussing organized. activity in 
behalf of consumers, made it clear 
in his recent talk at the AFA 
convention that he realizes fully 
that there are types 
sponsors of the consumer 
ment, ranging all the way from 
outright racketeers to an important 
body of sincere and intelligent peo- 
ple who interested only in 
bringing about an improvement in 
the situation. Each group 
be dealt with on its merits. 
E. Sokolsky, 
of the 


even 


various of 


move- 


are 
should 


George 
defender American 
life, further in 
cussion of the same subject to level 
charges against certain organiza- 
tions which are in the forefront of 
the consumer movement, to the 
effect that they direct repre- 
sentatives of the 


courageous 
way of 


went his dis- 


are 


Communist party 


The Cost of 


AGE has 
to time 


ADVERTISING commented 
fact that 


and 


from time on the 


distribution costs are rising, 


that while it is easy to criticise 
them, they are part of the trend 
toward increased use of the services 
which modern life has created and 
demands Thus, while they are 
constantly present as an individual 
problem of management, it is all too 
to conclude that distribution in 
seneral costs too much 
Advertising is part of the cost of 
distribution, and while it has ample 
economi justification, it is not 
necessary always to prove that it 
Owe t} cost of distribution If 
t iccelerat the movement of 
od f1 } | ducer to consumer, 
ind der 1 ( rie fol the 
eceptior ise of the product 
f modern industry, it plays a part 
hich mportant to be elim 
tea <« 1 
in thin I if 
ol t vell t ren : ) 
nt the f Prof 
m P. MeNair of Harvard 
~ f Bu .dministratior 
s PS 


|}in this country, and are working 


not to improve the service which 
| business renders the public, but to 
|tear down the entire economic 
structure. Their attacks on adver- 


| tising and advertised products, he | 
asserted, are made with only one | 


object in view—to discredit busi- 
| ness and to deprive it of the indis- 


attaining mass distribution. 


| unassailable, 
| individually and collectively, are 
|too important to be treated lightly. 
| Their representatives, where legiti- 
imate organizations have been 
| formed to give weight to the con- 
sumer viewpoint, deserve and are 
receiving interested cooperation 
when they make suggestions which 
| represent a constructive approach 
‘to the problem of how 
needs may best be supplied. 

On the other hand, the consumer 
program should not necessarily be 


accepted entirely, merely because it | 


bears the imprimatur of so-called 
consumer groups. In the long run, 
the manufacturers and 


consumers are mutual, but in view 


interests of 


pensable services of advertising in | 


We think Mr. Francis’ position is | 
and that consumers, | 


consumer | 
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NECESSITY IS THE MOTHER OF INVENTION 
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American Disease No. 1 

But definitely, the most wide- 
spread advertising disease’ in 
America at the moment is loneli- 


ness. 
girl 


No dates, no boy friends, no 


friends, no  hotcha parties. 


| Nothing to do but sit at home and 


of the objectives of some of the| 
more radical groups which have 


listen to the radio, or read a book, 


and who wants to do anything as| 


silly as that? This time our lone-| 
some heroine who thought her 
phone would never ring again 


injected themselves into the move- | learns that eligible swains are stay- 


ment, each proposal should be con- 
sidered strictly on its merits 


Distribution 


“Professor Taussig 
that the 
largely 


ed 


is 


has remark 
high cost of distribution 
the 


dom, and ove! 


price of consumer free- 


these years consume! 


freedom has been substantially ex- 
panded. Consumers have demanded 
greater varieties of goods for selec- 
tion They have desired to pur- 
chase in smaller quantities and 
more frequently. The influences of 
fashion have enlarged their sway, 


making the tasks of merchandising 


ind buying more difficult, increas- 
ing the possibilities of loss from 
cbsolescence, enhancing the disposi- 
tion of consume! to return mer- 
handise and stimulating the proc- 
( of trading down 
Large scale manufacturing oper- 
( esult in the introduction of 
! but they are made possi- 
ol t the expenditure of 
ul for marketing. Thus 
trom a | 1 economic standpoint, 
listinction between production 
t i distribution costs become 
1 {ou 
! } tant i 
; e lence ft any é ¥ 
d ; 


ing away from her doorstep in per- 
fectly amazing numbers because she 
hasn't been stuffing them with Knox 
gelatine, described in the caption 
under picture No. 4 as “your success 
insurance.” 


Note for Copywriters 
Timidly, but none th« 


we 


less tirmly, 
that every 
account execu- 


should like to suggest 


copywriter, every 


tive, very advertising manager, 
and everyone who has any influence 
whatever upon the production of 
advertising, spend a minimum of 
one long day at the New York 
World’s Fair, either in the company 
of “poor relations” from Podunk or 
Oscaloosa or entirely alone, but 
under no circumstances in a party 


of co-workers or clients. 
Let the offices be empty and the 


typewriters idle on Madison ave- 


nue. Let the chauffered car stay in 
its haughty garage, and pass up the 
lure of the waiting taxi. Go out 

and come back—by train or sub- 
way, and look around and listen 
Go out early, with not too much 


money in your pocket, and stay late 


Forget to look up friendly officials 

on the fair grounds, and don't go 

ne your own or your client’s ex- 
hibit 

Wandet round, aimlessly, like 

nall-town visitor Walk, and 

nd listen Forget that vou 

uperio to all this Get the 


— of the thing, its meaning to 
the throngs, the thrills it brings to 
ordinary minds and heads. Notice 
| what it is that draws a never-end- 
| ing crowd to one exhibit and no 
attention to the next. See what 
| products, what processes, what 
|types of display attract attention. 
|'Notice from the conversation you 
|hear around you how one exhibit 
lecarries conviction and creates a 
|“buying urge,” while another, sup- 
erficially as good, brings skeptical 
| shakings of the head. Discover for 
| yourself what devices of showman- 
'ship, what basic urges attract and 
hold the attention of great numbers. 
Analyze for yourself why certain 
exhibits, including those of several 
prominent advertisers, are 
by without a backward glance. 
Lose yourself in thoughts like 
these. Get tired. Have a not-too- 
exciting meal somewhere. Get con- 
fused and weary of it all. But get 
an idea, a glimmering of a sugges- 
tion, here and there as you go along. 
And at dusk plod wearily along 
the Czecho- Slovak building. 
| Pause to read the terribly apt quo- 


to 


tation from an 18th century Czech | 


writer that adorns 
“After the tempest 

| passed, the rule of thy country will 
return to thee, O Czech people.” 
And go inside, for here, in the mag- 
nificently barren entrance hall, with 
its heartrending wall inscription 


its facade: 


the most extraordinarily effective 


“institutional” advertisement on the | 


Fair grounds. 
The excursion might help 
write a better piece of copy some 


day. 
Jottings 

Most dignified, blood-and-thun- 
derless union paper we have eve 


seen is the Bulletin of International 
Typographical Union, published 
monthly and sent to the presidents 
and secretaries of all subordinate 
unions It contains no editorials. 
no signed articles, no shouting and 
no flag waving, but rather a digest 
of various business indexes, sum- 
of activities of the union's 
council, and other purposeful infor- 
mation. You could take the union's 
name off the front and insert the 
name of the American Management 
Association, U. S. Chamber of Com- 
merce or any other business group 


mary 


and scarcely have to change a 
word. .. 

The dangers of using an auto- 
matic typewriter which is off its 


feed is demonstrated by a letter re- 
ceived the other day from the dean 
of the university college, North- 
western University. This machine 
apparently has a deathless aversion 
to the letter “p,” with the result 
that 28 “p's,” by actual count, dis- 
ppeared from the text, giving the 
letter such interesting new 
mens of the English vocabulary as 
“articiants,” “sirit,”” roerly,” etc 


speci- 


passed | 


of wrath has | 


and its sarcophagus-like statuary, is | 


you | 


Information 


for 


Advertisers 


| 


The following documents may be 


|secured without charge from com- 


panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1510. Route Lists. 

The Pittsburgh Press has issued 
| three new route lists covering liquor 
and malt beverage licensees. The 
first is a list of 2,624 retail liquor 
| licensees in Allegheny County, and 
includes the locations of state 
liquor stores and managers. The 
/second route list contains simila 
| information on nine outlying south- 
| western Pennsylvania counties, with 
/a map showing wet and dry cities, 
boroughs and townships in the state. 
| The third list covers 391 malt bev- 
erage distributors of the 10 south- 
western Pennsylvania counties. 


No. 1511. A Line on the New Or- 
leans Market. 


This new market data booklet, 
issued by The Times-Picayune and 
New Orleans States, covers figures 
on natural resources, _ shipping, 
manufacturing, retail sales and 
other trade barometers. Maps and 
tabulations give the details of the 
| papers’ coverage of the market. 


| No. 1512. Consumer Market Sur- 
vey of Okmulgee, Oklahoma. 

The Okmulgee Daily Times has 
|issued this study of consumer pur- 
|chasing habits in the Okmulgee 
|market, covering automotive, gro- 
|cery and soap products, drug sun- 
dries, tobacco and home appliances. 
In addition the study provides fig- 
|ures on population, retail sales and 
other market data. 


|No. 1509. 


Kentuckiana . . Its Po- 


tentialities. 


This brochure, the second annual 
issue by the Louisville Courier- 
Journal and Times, is a factual sur- 
jvey of the Louisville trade area, 
,containing a breakdown of statisti- 
(cal information to show the mar- 
|keting potentialities in the Ken- 
tuckiana area. 


|No. 1501. Fleet Owner Surveys. 


A regular feature of Fleet Own- 
er’s service to advertising agencies 
and manufacturers is a monthly 
summary of the experiences of fleet 
operators, each month’s survey cov- 
ering a different subject. The three 
most recent summaries deal with 
engine thermostats, timing gears 
and timing chains, and body hard- 
ware. 
No. 1508. 
Arizona. 

This compilation of the first 200 
cities as they rank in population, 
retail and wholesale sales, income 
tax returns, telephones and other 
market indices has been issued by 
the Phoenix Republic and Gazette. 
The material is conveniently 
arranged so that the standing of 
Phoenix in each classification may 
be seen at a glance. 


No. 


The Story of Phoenix 


1504. What 
Slidefilm? 

This small booklet is the newest 
in a series issued by Atlas Educa- 
tional Film Company. It contains 
some helpful pointers toward the 
production of interesting, enterta!n- 
ing, instructive slidefilms. 


Puts in a 


Life 


No. 1494. Daylight Saving Time 
Chart. 
National Broadcasting Compan) 


has issued this pocket size card 
which shows the time in 144 cities 
in relation to each other during the 
1939 daylight saving time period. 


No. 1507. Merchandising to the 
Travel Field. 

This booklet, issued by Warwi* 
S. Carpenter, provides interestiné 
background on the selling methoe 
of common carriers, sales efforts © 
hotels and resorts, travel bureaus © 
a sales force and business public® 
tions serving travel bureaus 
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Now 2,460,000 
net paid circulation 
| — eld stile going upp! 


Ss 


The largest rural magazine in history 
4 is growing larger! 


In May, the first combined issue set an all- 
r- time record for mail-delivered magazine 


as circulation at 2,436,000 copies. June ex- 
ec ceeded 2,447,000. July has upped that 
- record to more than 2,460,000, after all du- 
nd plicates have been removed. And each day 
finds the mail jammed with new and renewal 
subscriptions from people who say: 


“| think they are a fine combination of 
magazines. I've taken the Farmer's Wife 
for a long time, as my father has taken 
Farm Journal. | like the fine way you 


ae put the two together, with each having 
on separate covers. I'm certainly o super- 
a satisfied reader of them both, and expect 
vith “0% 

ars to be one for many more years. 

ird- 


Here is a unique opportunity to put your 
product before an enormous market of eager 
ion, § readers at extremely low cost. For the bal- 
me ance of 1939, you can buy Farm Journal and 
nty § Farmer's Wife at the special interim rate of 
may § $3750 per page — less than $1.55 per thou- 
,» «§ sand families. It is the advertising “buy” of 
wet B the year! 


Time *This is characteristic of more than 40,000 
pant letters which hail the successful combina- 
= tion of Farm Journal and Farmer's Wife. 
_ Graham Patterson, Publisher 


oe Washington Square, Philadelphia 


THE LARGEST RURAL MAGAZINE IN HISTORY 
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TO AGENCY POST 


C. E. Livingston, 
with Standard Statistics, Inc. 
has moved over to the agency field as 
media manager of Ketchum, MacLeod 


associated 
New York, 


formerly 


end Grove Pittsburgh. He started his 
new duties July |, succeeding Homer 
Andrews, who has resigned to become 
district manager for Architectura! Rec- 


ord in Cleveland. 


Borden's Smart 
Cow Draws 
Reply trom Abroad 


New York, June 27 Seizing 
upon the rare opportunity offered 
by an appreciative reader of an ad- 
vertisement, Borden’s Farm Prod- 
ucts last week took newspape) 
space to publicly thank a generous 
Britisher and report to the public 
on “the amazing ad-venture of a 
Borden Bossie.”’ 

Copy told the story of a man from 


Frinton-On-Sea, Essex, England, 
who received such great pleasure 


from one of the ‘“‘Bossie”’ 


advertise- | 


ments which have been featured re- | 


cently by Borden's that he for- 
warded a check for one pound 
which he asked be spent to dis- 


tribute milk among deserving fami- 
lies 

The advertisement which inspired 
this unique tribute of the 
series of humorous insertions about 

3ossie” which were used 
mote the slogan, “If it’s 
it’s got to be good.” 


was one 


to pro- 
Borden's, 


Heavenly Copy Inspires 


The particular copy which stirred 
the Britisher to action was headed 
“Maybe there’s a heaven for cows.” 
The insertion told in light tone of 
the care taken to insure “that every 
single cow stays on the straight and 
narrow path.” 

This copy was repeated in this 
week's follow-up insertion which 
also contained the letter written by 
the Britisher and the one-pound 
check which he_ enclosed. Copy 
concluded with the following 

“Happily we report that we have 
complied with the gentleman’s re- 
quest. And several more deserving 
families daily give thanks for his 
most welcome gift of Borden's that 
they are getting via Free Milk for 
Babies, Inc Here’s a hearty toast 
to you, Mr. J. M. C., for a most 
thoughtful and generous deed.” 

It was learned at the agency, Bat- 
ten, Barton, Durstine & Osborn, that 
several dozen letters have been re- 
ceived from readers who have en- 
joyed the humorous copy, but the 
one from England was the only one 
containing a check. The campaign 
ran in New York newspapers, the 
Christian Science Monitor. and The 
New Yorker. The Monitor was re- 


sponsible for the reply from abroad 


Appoint Buckley 


for Lumber Campaign 


The Middle Atlantic Lumber- 
men’s Association has appointed the 


Farle A Buckley Organization 
Philadelphia, to conduct direct 
mail and newspaper campaign on 
behalf of the certified lumber stand- 


ards recently adopted by the as- 
sociation : 

These standards have been 
adopted as a code of quality de- 
signed to eliminate most of the mal- 
practices in lumber building 


Diaper Folding 
Relegated to Limbo 
by New Process 


New York, June 27.—No longer, 
O ye suffering fathers, will mastery 
of the feminine art of diaper-fold- 
ing be one of the first requisites of 
parenthood. Thomas Textile Com- 
pany believes it has the answer to 
the problem in a new _ patented 
diaper just introduced under 
trademark Panelette. 

Has Patented Feature 

The patented feature of the 
Panelette diaper consists of panels 
of extra absorbency which are 
woven into the cloth. This new de- 


the | 


velopment, it is claimed, eliminates Four Markets for 
the need for the usual complicated F it Trad 
folding process. urniture irade 

The company is planning a na- After its unsuccessful experiment 
tional advertising campaign to| with a June market, one of two 
launch the new product. The drive|Proposed annually, the American 
will start in October, using media Furniture ge nn has ti 
yet to be determined, after comple- Lo grat gg Ole Setup CS SOUT mar 
tion of a survey of the diaper mar- | ““T,e next fall market will be held 
ket. Cowan & Dengler has been ap- | Oct. 30-Nov. 4 and the next winter 
pointed to handle the account. /market Jan. 8-20. Dates for the 
‘spring and summer markets of 1940 
, will be fixed later. 


| 
_ E. I. du Pont de Nemours & Co., | . 

'Wilmington, Del., is preparing ; Representative Named 
‘commercial film for its Zerone| Programs Concessions, Inc., af- 
lanti-freeze. The film is being made |filiate of Joseph Mayer, Publishers, 
'by Audio Productions, Inc., Long 'Inc., New York, has been appointed 
\Island City, N. Y., through Batten, | representative for program and out- 
Barton. Durstine & Osborn. New |door posters of the new Phila- 
York. the du Pont agency. delphia Garden. 


| Prepare Zerone Film 


$100,000 Drive Planned 


United Artists Corporation, New 
York, will spend $100,000 in news- 
papers in various cities for two- 
color copy promoting first-run en- 
gagements of “Four Feathers,” new 
technicolor production. A national 
campaign in color has been sched- 
uled for The American Weekly, 
Life and Look. Donahue & Coe, New 
York, is the agency. 


P&G Offers Premiums 


Procter & Gamble Company is 
making a new premium offer for 
Crisco over two of its network radio 
programs and several of its spot 
broadcasts via transcription. A 
Cannon luncheon set will be given 
for 50 cents and a Crisco wrapper. 
Compton Advertising, New York, is 
the agency. 


is jointly analvzed by all four 


New York network stations! 


INCE 1930, different research organizations—using many different 


techniques—have measured New York's listening habits. 


Now, for the very first time, ALL FOUR New York network 


stations jointly sponsored a new study of morning listening in Greater 


New York... . employing Hooper-Holmes to make personal “aided-recall” 


interviews throughout 19 metropolitan New York counties during the 


week of April 16, 1939. 


WABC was walk-away winner as usual. Here is an analysis of the figures 


submitted by The Hooper-Holmes Bureau: WABC was a dominant FIRST 


Pel , a im 3 we. f - ’ oR” 2 Me Se 


. P e Me eye te a 
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HoopereHolaes—“ Morning Listening .im Greatér New York: Week 3 
of April 16, 1939 Sponsoréd by all four New York betwork stations) 
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to fight for a share of existing|sumption of gasoline is governed | tence. A fishing scene, a woodland FOR MORE FUN 


Deep Rock Copy business, but to increase the sum jentirely by the distance the public| picnic spot, the circus or county 


total of gasoline volume by inducing |travels. A man may be persuaded fair, the New York and San Fran- 
the motorist to use his car more fre-|to lubricate his car more frequently | cisco expositions are alluringly pre- 


: quently and for longer jaunts. The/and therefore to buy more motor oil sented with an urge to the reader 

Bul f to xpan “have fun” angle of the new cam-|and grease than usual. But he can-/|to abandon his cares and visit them. 

paign is strongly reminiscent of the |not buy more gasoline than his car | The tonic effect of periodic motor 

4 Nash car advertising which has at-|consumes, Mr. Wagner pointed out. excursions is emphasized as a sure 

Gasoline Market tracted so much comment recently. Call of the Road antidote to the problems and ills of 
Hal Wagner, advertising manager a troubled world. 


of Deep Rock, which distributes| It was this reasoning which led 


ad i deal in the | Deep Rock to make a definite effort Good for Tired Nerves 
"Have Fun Theme Aims | through about 1,400 dealers in the p 


12 Midwestern states, pointed out|to step up gasoline consumption by “Somehow the most serious trou- 
to Lure Motorists Away that practically all gasoline adver-|increasing use of the automobile as bles fade when there’s a glorious 

tising is designed to impress a spe-|a vehicle of pleasure. The theme|sky overhead, rippling waters 
on Longer Jaunts 


cific brand name upon the reader |of the new campaign is “Go Places | underfoot and a fighting fish on the 


and convince him that the adver-|and Do Things.” Keyed up to a|line,” says a typical advertisement | | ~~ 


Chicago, June 29.—Getting back |tised product has unique virtues not sprightly tempo, both in layout and in this vein. This —_ a = a <-_- = —— ) L 
to fundamentals, Deep Rock Oi] |found in competing products. text, each advertisement pictures an| vantage of nature's call. Get into| = IARTRER:- CASTS LONGER 
oO , | 


2 @ Somehow the most serous Crombles (ade when 

: i i i inviti hich promises relief | your car—go places—do = thins. | sews. dese sy overheat, nepling war r 
orporation today released a news- While he has no quarre!] with | inviting scene w ief | i. ; Sse seek aelcas 

sae campaign p Birmeoee not merely | copy of this kind, he said that con- | from the drudgery of everyday exis- |There’s no better tonic for tired somes EP RO 


MOTOR OILS 


9° farther—tast longer, Try them —ser for vowrse 


In choosing a theme to stimulate auto- 
mobile travel and thus increase gas con- 
sumption, Deep Rock Oil Corporation hit 
on a dramatization of all the outdoor 
delights that beckon motorists. 


in New York... with over 50% more quarter-hours of listening than the |nerves—no better way to prepare 


yourself for a winning fight.” 
7 or P bes d . Ms — In spite of the altruistic nature of 
nearest competitor—72% more listening than the third ranking station— such a campaign, Mr. Wagner said 


that the selfish aspects have not 
98° more listening than the fourth ranking station! been overlooked. 


Means Toward an End 
° . « . , 73 op ~. “Our first interest,” said he, “still 
This is the FIFTH major study in SEVEN years to show WABC is FIRST! lies in helping our jobbers and deal- 
ers move Deep Rock products. So 
020: ‘ oe 8 _ * ipterviews h Hoo er-Holmes. that they may cash in on the motor 
1939: Personal aided recall 121€ é J p traffic we promote, each piece of 
— ; copy presents Deep Rock as a def- 
1938: Coincidental telephone study by Crossley, Incorporated. inite means of securing carefree 
travel. Aside from that, we have 
ans. : ° — | Dr. Daniel Starch and Staff. a conviction that the helpful sug- 
1937: Personal interviews by Dr. I ff: gestions contained in our series will 
; , ' ’ 7 do more to create friends for our 
1933; and 1932: Mail questionnaire by Price-Waterhouse & Co. products than a thousand empty 
claims or unsupported statements. 


~ a R se oy. -~ ; he answer has never chan ed. Primarily, however, the campaign 
Different techniques. Different years But the a § is an attempt at creative selling, for 

_ which there is a definite need in the 
WABC comes out FIRST, year after year! 


marketing of motor fuels.” 
Each advertisement will occupy 
145 lines on three columns. The 

New York is, uniquely, the test-tube of radio networks. In New York each Sa » eee Soe 


of the major networks operates its own 50,000 watt key station, controls 


Social Status of 


the time, and originates all but a few of the programs of that station. Each Pork and Beans 
. ; Pushed 
major network competes on practically even terms for the favor of the 7 , Skyward 
/ Indianapolis, Ind., June 27.— 
: , ‘ : . . “a Lowly pork and beans will siV 
New York audience. This direct local rivalry makes possible a “deadly yp ans will receive 


star billing when Van Camp’s, Inc., 
launches a new campaign on the 
| familiar food with a two-color page 
in the July 1 issue of The Saturday 
‘i , . Evening Post. The drive calls for 
° , 20°46 a¢ 4G i 2 
measured with almost laboratory precision. And it has been. With the a 12-month schedule in the Post, 
with other periodicals to be added 
later. 

Under the slogan, “Feast for the 
least,” Van Camp’s suggests pork 


parallel”. The relative appeal of network schedules can be isolated and 


result you've already read on the facing page. 


si . : . a _ . “fre ace : ' . and beans as an ideal holiday food, 
Why is WABC first? That's easy. It sets the swiftest pace and highest since, as copy states, it gives mother 

: ; —- a “holiday from the kitchen.” In 
standard radio has ever had... Big-Name network shows of CBS plus a connection with the initial insertion, 


retailers are being supplied with 


‘ . ore , . . : considerable merchandising help. 
sparkling pageant of Columbia-created /ocal WABC programs. Gales & thlien, Gow Gak. bc 
agency. 
. —e ' :, New : “re’s ; sat deal , 
But CBS leadership hardly stops with New York. There’s a grea Publishes Book on 
more evidence of CBS leadership throughout the rest of the country. We'll Chain Legislation 


Daniel Bloomfield, manager of 
the retail trade board of the Boston 
Chamber of Commerce, is_ the 
author of “Chain Stores and Legis- 
lation,” a compilation of articles 
which have appeared in a variety 
of publications arguing both pro 
and con on the question of chain 
store taxes. 

Also discussed are supermarkets, 
independents and voluntary chains. 
|The book has been issued by the 
|}H. W. Wilson Company, New York. 
| 


be glad to show it to you. 


WABC 50,000 WATTS - 860 KILOCYCLES 


OWNED AND OPERATED BY THE COLUMBIA BROADCASTING SYSTEM, ‘Plan Cooperative Drives 

Two cooperative campaigns in- 
| volving the expenditure of $45,000 
}in newspapers will be conducted in 
August by Consolidated Edison 
Company of New York and 10 
/manufacturers of electric appliances. 
Five manufacturers will contribute 
_with Consolidated to a fund of $15,- 
/000 to be spent on electric irons. A 
j}fund of $30,000 will be contributed 
|to by five other manufacturers and 
| Consolidated for electric roasters. 


WABC IS THE KEY STATION OF THE WORLD'S LARGEST RADIO NETWORK 
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TSK! TSK! 


hs. ae y i, 

LOTS OF GIRLS ARE 
ENVIOUS OF HER NOW! | |i( .\,QSCOXERED way PEOPLE 
- *BO” SO | BEGAN USING 


LIFEBUOY IN MY DAILY 


(_agh 
met aes H+ BATH 
é al \ 


Why Millions Use 
LIFEBUOY 


SIX MONTHS LATER JOE 
PROPOSED AND WE WERE 
MARRIED. | MADE A VOW TO 
BE FAITHFUL TO LIFEBUOY. 


1 KNOW IT @ Lifebuoy offers protection from em- 
HELPED ME barrassment—helps keep people safe 
TO WIN MY from offending. For Lifebuoy in the 
HUSBAND! 


daily bath stops “B. O.” — assures per- 
sonal freshness. Contains an ingredi- 
ent not found in any other popular 
toilet soap. Try it! 


LIFEBUOY 


Iw Your patty satu S2os BO 


up, I now send you my own contri- 
bution along this line. 
The head of Zeke Bonura fits 


Modern Times 


To the Editor: If you let your! 
eye wander straight down the left} 
hand side of the enclosed Lifebuoy 
advertisement as I did, you'll get a, 
distinct shock. That is, until you 
realize that the layout man didn't 
intend to give that impression at 
all. 

Just the same, Ill bet lots of 
people are going to wonder just 
what Lifebuoy does for one—does 
it keep one clean or does it help one 
first, to get a baby: and, second, a 
husband? 


. As Blas? indions 
With 1) Hits, 104 


~ “STUARTS 


TROPICAL 


W. S. FLap, WORSTED 


Jones & Laughlin Steel Corpo- 
ration, Pittsburgh. 


7, -w + 


Seeks Others in 
the Same Boat 


To the Editor: I know there must 
be other “one hoss” organizations 
such as mine that cannot be called 
advertising agencies, but which 
offer an advertising service that 


1 Others 
an Squawk 


@ j : 
: ; < Moe Ler Y EQCH 
: . | 


resembles agency work  funda- 
mentally an advertising service 
with one man who does everything, | #94 trunk of the clothing figure. If 
and who is everything from presi- 1s from iast Sunday s New York 


Daily News 
JEANNETTE N. SIMONS, 


dent and general manager down to 
office boy and janitor. 


That's how my setup is. Who els« New York 
is laboring under the same handi vv 
cap ° — 
The writer would like to heat Split Infinitives 
from lots of you, the more the mer- To the Editor Perhaps some 
rier I believe that by swapping! subtlety in the art of copywriting is 
ideas, etc. we could improve ou caping me but I’ve seen so much 
ervice tremendously. thereby | use made of the split infinitive in 
doing ; ervice to the advertising | the copy of leading ivertisers that 
profs lor l thoueht it wi time to call the 
A. S. WILLIAMSON matte lo someone attention 
Williamson's Advertising Se: Witness, for instance, the phrase 
ce, State-Times bldg. Bator to constantly lead in technical re- 
Roug Ls re} im = the reproduction of 
United Air Lines’ advertisement in 
es 


our June 19 issue 
perusal of almost any 


Zeke Looks ‘ oR misao will prove that 
Well Outfitted thi not ~- 


an isolated examplk 

To the Editor: Having often been W. S. Roacu 
amused by your publication of| Walt 
curious freaks of newspaper 


Disney 
ike Hollywood, Calif 


Productions, 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


almost exactly onto the shoulders | 


/mouthpiece for a series of safety 


|More About 
Airline Claims | 

To the Editor: In your June 26 
issue one of your readers asks: | 
“Which airline originated non-stop | 
flights between Chicago and New| 
York?” 

Your editorial reply crediting | 
TWA is absolutely correct. Actu- 
ally, TWA started this advanced 
non-stop flying service Feb. 20, | 
1935. Another line adopted our idea | 
18 months later, while a third com- 
pany picked it up two years later. 

I can agree with your readers | 
that airline advertising which fea- 
tures route mileages is confusing if 
the route flown does not carry a 
definite saving in time. TWA, as 
well as its competitors, flies from 
| Chicago to New York in 3 hours 55 | 
minutes. At TWA, we have been| 
very careful not to confuse the pub- | 
lic, since a person making this non- | 


THE LICENSE PLATE 


BUT... 


/stop flight gets there in precisely | —_——————— - ——— 


'the same time, regardless of which 
route is flown or which line he 
| patronizes. 

But it’s a different story in coast 
to coast flying. TWA’s famous ot 
gan, “Shortest, Fastest . . . Coast to 
| Coast” crystallizes our advertising usually at hand the helpful dealer, 
| story in a five-word “tamper-proof” whose taste runs to long-profit 
\statement no other airline can 
match. |established names. 

Actually TWA’s coast. to coast | But what has honest, faithful 
route is a great many miles shorter; | Merchandise to fear, really, from 
TWA’s flying time is faster than its| being specific, so long as all mer- 
competitors. | chandise must meet on equal terms? 

I believe these facts are interest- |The hell of it is, and ever shall be, 
ing to advertising men — whether | established brands have little fleas 
they fly or not. |to bite ’em in every retail store in 
ip’ the country and beyond the seas. 
Every popular name _ begets a 
mimicking litter of local or private 
|'brands to cry down their procrea- 
tor. It’s a mighty strong brand that 
|can consistently beat off the impos- 
ling family of “just as good” boys 


| buy one of several “similar” prod- 
'ucts at a price to please his whim. 
| And if the labels tell him nothing, 
give him no positive assurance of 


J. C. ROBERTS, 
Advertising Manager, Trans- 
continental & Western Air, Inc., 
Kansas City, Mo. 


. V 


Safety Promotion | 
To the Editor: We have noticed | 8¢" and better” packages. 

with interest your editorial com- | It seems to me that when all 

ments on various methods used to|™erehandise offered for sale is 

capitalize on safety as a public rela- 

tions measure. 


ss “Ko” «= 


extra value for his money, there is | 


brands, to shake the buyer’s faith in | 


| that spring up everywhere in “big-| 


THE SUFFERING CONSUMER 


A correspondent finds the reason for the pained expression on the consumer's 
face: it's caused by the blurb that is pinned on him. 


clearly and honestly labeled, then 
will the faithful advertiser be sure 
of his name on the shopping list. 
| And jo! his name may lead all the 
rest! 
Mi1Lt MILLER, 
St. Louis. 
a: aa 

The Poor Consumer 
‘Suffers Bravely 

To the Editor: In glancing over 
/a recent issue of ADVERTISING AGE 
1 noticed this WTIC advertisement 
| (shown above). 
| Evidently the consumer doesn’t 
Py having blurbs pinned on him, 
|if the long suffering and pained 
| expression on his face is any cri- 
terion. 
| Perhaps the pin pricked him in 
| going through his coat; whatever 
| the reason, it’s obviously not a good 
idea to “hang it on the consumer.” 

L. R. Lieut, 

| Alemite Division, Stewart-War- 
| ner Corporation, Chicago. 


The Milton Oil Company, St. | 

Louis, has been using a trade char- 
acter called “Dixcel Dick” as 
which 


slogans appear on rear 


dashes of streetcars and buses in 
St. Louis. I think that last month’s | SUN 
copy struck a new note in safety | 
messages, as it read— 
“DRIVE AS IF A COP 
WERE LOOKING.” 
This theme created a great deal 
of interest and comment. 
G. G. HERTSLET, 
Vice-President, Anfenger Ad- 
vertising Agency, St. Louis i 


ASTONISHING 


. 2 6 
Faith and Fury Dear Sunset:—We have 
To the Editor: I can’t for the|| 


: the peculiar niche that 
life of me see why honest advertis- | | 


ers of honest merchandise should 
breathe fire and fury at thought of 
consumers demanding honestly 
labeled packages. clock 
We prate about faith in adver- 
tised goods, but forget how easily 
human nature, in its fickleness, is 
led astray And how men preach 
one thing—and buy another. We 
overlook new territories, new gen- 
erations, new converts with no first- 
hand knowledge, continually mov- 
ing up in the consumers’ line. These 
people are becoming more and more 
realistic in their spending. Can we, 
in our smugness, hope that faith in) | 
our exalted symbols will be sufli- 
cient to hold the inquisitive ones? 
It seems that if there is to be faith 
in advertised goods, faith must 


hominess, and must be 


istonishing 


Guide, Philosopher, 
¢€ Friend in over 


begin at home 125 000 wester? 
In your “Caveat Emptor” edito- homes 

rial (June 19) you state rathe 

naively: “The buyer of today does 


not have to haggle over price, not 
does he have to guess about quality 
The brand stands for maintenance 
of the familiar and established 
characteristics with which it has 


LANE PUBLISHING Co 
SAN FRANCISCO 


been associated in previous 
ences with the product.” 
No, the consumer doesn't have to 


haggle over price, because he can 


experi- 


opp 


| to occupy in Western home life 


SET 


come to appreciate better 
your Magazine has come 
It fairly exudes 
just as much a part ot | 


the subscriber’s family as the hearthside or the 
Just how you are able to maintain that 
feeling in a publication, and in these times, is 


M. S. Munson 

Advertising Manage 
Harbor Plywood Corp 
Hoquiam, Washington 


Sunset 
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ADVERTISING AGE 


THEY ANSWERED TO CALL LETTERS AT NAB CONFAB 


Three noses to be counted at the NAB meeting belong to Paul H. Raymer, 


Paul H. Raymer Company; Phil Hoffman, 


WODRC, Hartford. 


Programs fo Latin 
America Slated to 
Remain Sustaining 


Criticism of FTC Short. 


Wave Edict to Result in| 
Public Hearings 


New York, June 27.— Although 
the regulations recently promul- 
gated by the Federal Communica- 
tions Commission permit 
wave broadcasts to be commercially 


sponsored, none of those attending | 


the broadcasters’ meeting at the 
AFA convention seemed to have 
any idea of the reason back of this 
move. As far as ADVERTISING AGE 


has been able to determine, there is | 


no present demand for advertising 
facilities of this character. 

The consensus of broadcasting 
opinion is that in spite of the suc- 
cess of short-wave broadcasts to 
Latin-America and Europe, it is im- 


possible to determine exact cover- | 


age which might be supplied by | 
programs directed to those areas. 
Furthermore, interested American 
advertisers are already using local | 
stations in Latin American coun- 
tries for intensive local coverage, 
and hardly would be interested in | 
the overall coverage which might 
be available in a short-wave pro- 
gram originating in 
States. 


U. S. Doing Well 


That this country has been do- 
ing a good job in reaching and in- 
fluencing the people of South 
America and Europe by radio was 
suggested by the comments of 
Frank Mason of National 
casting Company, who addressed 
the sales managers’ division of the 
National Association of Broadcast- 
ers at its meeting here last week. 


WFBR’S NEW HOME 


“R Ai u ‘ 0 
CENTRE’ 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


short- | 


the United | 


Broad- | 


Lucky Strike, 
Chase & Sanborn 
Win Radio Poll 


Chicago, June 27.—American To- 
bacco Company’s radio program, 
Kay Kyser’s College of Musical 
Knowledge, was held best of audi- 
ence participation shows in the an- 
nual poll conducted by Radio Guide 
among its readers. “Information 
Please,’’ conducted by Canada Dry 
Ginger Ale, Inc., was ranked sec- 
ond in this classification, while 
“Battle of the Sexes,’* sponsored by 
Cummer Products Company for 
| Molle Shaving Cream, came third. 

Among variety programs, Chase 
& Sanborn ranked first, Kraft Music 
Hall second and Goods News of 
1939, in behalf of Maxwell House 
Coffee, third. Standard Brands’ 
“One Man’s Family” led in the 
serial field. 

The Lome Ranger, whose sponsor- 

ane : ship was recently assumed by Hor- 
| He said that a tabulation of the ac-|lick’s Malted Milk Company, was 
tual content of programs originat-| held to be the best children’s pro- 
ing in the United States and other| gram, while two unsponsored pro- 
countries which have been sending | grams were rated second and third: 
| ese short-wave broadcasts into|Ireene Wicker’s Musical Plays and 
|Latin-America showed that the! “Coast to Coast on a Bus.” 
| United States is well out in front. 
_ NBC, for example, uses 63 hours|in the poll, said to be the only one | 
a week, with broadcasts in Spanish, | conducted among listeners. 
| Portuguese and English. 
contributes 56 hours, Italy 9:55, 
|Japan 7, England 18:40, France = ; 
|33:15 and Holland 4 hours. The Peat 
| NBC programs via short wave em- : 
me a total of six languages, more 
| than are used in any other interna- 
| tional radio operation. 

Mr. Mason indicated that there 
|} has been a steady rise in the vol- 
ume of mail from the countries 
which receive the short wave pro- 
grams originating here, and thai 
| there are ample. indications of the 
| development of stable audiences in- 
|terested in our particular type of 
cultural material, news and enter- 
tainment. 


WSYR, Syracuse; and William F. Malo, 


bears THE SEAL 


MERIT 


Fic Issues Order 
Tempering Copy 
on Kolynos 


Washington, D. C., June 27.—The 

| Federal Trade Commission today 

| issued an order forbidding the 
|Kolynos Company, New Haven, | 
Conn., to continue certain alleged 
misrepresentations made in the sale 
'of its toothpaste. 

| Among the claims held mislead- 
ing by the FTC are representations | 
that it is “an outstanding competent 
or effective germicidal or antiseptic 
|agent; that it will remove stains 
|}other than ordinary surface stains; 
|that it will keep the mouth thor- 
|oughly clean and healthy or assure 
| sound teeth, and that it will restore 
| brightness to teeth dull or dis- 
| colored because of other than ordi- 
|nary surface stains.” 

Kolynos is also barred from rep- 
resenting that its toothpaste is more 
concentrated or economical to use 
|}than competing products or that it 
will accomplish the results not 
| attainable by use of competing den- 
tifrices. 


' 


Walter Sammis Heads 
Modern Kitchen Bureau 

Walter H. Sammis, vice-president, 
Commonwealth & Southern Corpo- 
ration, New York, has been elected 
to succeed George E. Whitwell, 
vice-president, Philadelphia Elec- 
tric Company, as chairman of The 
Modern Kitchen Bureau, New York, 
for 1940. He will assume his new 
duties at once. 

Formed in 1935 as a cooperative 
sales organization for electrical ap- 
pliance manufacturers, the bureau’s 
national advertising of electric 
ranges and roasters is supported by 
local dealers. 


Urges Cooperative 
Drive for Cotton Bags 

Citing results achieved by the co- 
operative advertising program of 
canners, George P. Thompson 
president of the Wholesale Grocers’ 
Association of New Orleans, has 
urged the marketing section of the 
United States Department of Agri- 
culture to sponsor an intensive cam- 
paign to promote the use of cotton 
bags for shipping commodities 


Almost 1,000,000 votes were cast | 


Germany | = - -— — 


- Another MERCURY poster | 


LITHOGRAPHIC 


TIME OUT FOR REST 


The lounging atmosphere created by the Palm Room, in which the radio people 
met, is taken full advantage of by Ned Midgley, Jr., 


Osborn; W. E. Jackson, 


pany, at the 


Stokes | Bill 1 Signed 


Governor Lehman of New York 
has signed the Stokes bill appropri- 
ating $50,000 to the state agricul- 
tural department for financing ac- 
tivities relating to the grading and 
advertising of New York farm prod- 
ucts. The money will be repaid 


from sums raised through sale of 
the Empire State trademark and 
label. 


OF 


(CONTINENTAL | 
LITHO. 
_ CORP. 


ouipental 


ignic c LEVELA Ni 0 H10 0 


‘those in the industry. 


Batten, Barton, Durstine & 


KDKA; and M. M. Boyd, National Broadcasting Com- 


AFA meeting. 


Issues enna Food Book 


A “Canned Food Reference Man- 
ual,’”’ compiled by the research de- 
partment of American Can Com- 
pany, New York, has been pub- 
lished. Amplifying former publica- 
tions by the company, the manual 
provides general information on 
canned foods for the consumer and 
'more technical information for 


’ 
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Columnist Tells 
What Might Happen 
If Ford Were Young 


New York, June 27.—Perhaps in 
token of the presence in New York 
of hundreds of visiting advertising | 
men for the convention of the Ad- 
vertising Federation of America, 
H. I. Phillips, famous columnist of 
the New York Sun, the other day 
discussed what might happen if 


Henry Ford tried to finance a new- | 


fangled contraption today. The sub- 
ject was inspired by a news story 


saying that “Ford started his motor | 


company 36 years ago with $2,800.” 
Mr. Phillips wrote: 
THEN 


A man demonstrates a horseless 


carriage and asks financial back- 
ing. He says his name is Henry 
Ford. 


Nobody knows him. 

He says he needs about $2,800. 
He gets it. 

The business starts. 

It prospers. 


¥ + 2 


TODAY 


A man demonstrates a horseless 
carriage and asks financial backing. 
He says his name is Ford. 

Nobody even asks his first name 
after he mentions $2,800. 

He goes to some wealthy men 
who tell him “this is no time to take 
chances.” 

He goes to a banker. The banker 
says a horseless carriage might go 
all right, but the bank putting 
its money into government bonds. 

He goes to a close friend who ex- 
presses the belief a horseless car- 
riage might have a future, but that 
on account of the economic setup, 
the unbalanced budget, the inflation 
scare, etc., it is no time to launch 
a new project. 

He goes to another close friend, 
who quite delighted with the 
horseless buggy but who “isn’t put- 
ting any money into anything now 
on account of the European situa- 
tion.” 


is 


is 


4 
He goes to a politician with finan- 
cial connections. The politician 
says a horseless carriage looks okay 
on paper and might be profitable, 
but that to replace the horse and 


buggy would be to throw black- 
smiths, hack drivers, feed store 
workers, harness makers, etc., out of 


work and bring on a revolution. 


HALF CENTURY MARK 


Casper S. Yost (left), editor of the St. 


Louis Globe-Democrat editorial page, 
receives from E. Lansing Ray, president 
and publisher, book containing felicita- 
tions from friends, commemorating his 

50th year with the newspaper. 
nee —etiaieccia 
He finally locates a couple of 
|capitalists who have imagination 
enough to see a future for the auto- 
imobile, but he drives them out by 
|predictions that “they will make 
' millions.” 

He decides to try Wall Street. 

The SEC demands a demonstra- 
‘tion. The car works perfectly, but 
ithe commission cautions Mr. Ford 
against undue optimism and over- 
\statement. It holds up everything 
|while it makes a six months’ inquiry 
to see if his right name is Henry 
Ford. 

k Pa * 

A broker agrees to float stock. 

The flotation is rendered difficult 
by SEC rules that lines in the ad- 
vertisements such as “may ulti- 


| 
| 
| 


| 


mately become as popular as the | 


horse” and “destined in time to come 


into general usage on city streets” 
be deleted in the interest of hon- 
esty. 


Ford quits Wall Street, finally 


gets $2,800 from a group of friends | 


—Heaven knows how!—and starts a 
small shop. 

Labor delegates warn him 
for every man he hires to make an 
auto he must hire at least one livery 
stable worker. 


that | 


There are a series of strikes. They | 


are referred to the NLRB 


The NLRB investigates for a year | 


and a half and files a report charg- 
ing that a horseless carriage indus- 
try is unfair to whip makers, and 
that Mr. Ford means to create in- 
dustrial slavery. 


There are frenzied speeches in the | 
i 


and House 
new 


Senate 
f the 


in denunciation 
invention by orators 


who speak as “a friend of that noble 


animal, the horse.” 
* * * 

The President names a Commis- 
sion to Inquire Into the Aspects of 
the Horseless Carriage With a View 
to Possible Effects on the Economic 
and Social System. 

es 2 


Mr. Ford goes into bankruptcy. 


raise Belgian hares at home through 
six simple lessons. 


He scraps the auto and decides to 


Getting Personal 


Sir William Crawford, head of the British delegation to the AFA 
convention, bade his goodbyes at an informal luncheon at the Ad Club 
of N. Y. On behalf of the Column Club of London, which he heads 
along with his own agency and the Incorporated Practitioners in 
Advertising of Great Britain, he 
presented a good-will plaque to 
the club. Not to be outdone, 
Sam Widenfelt, v.p. of the Swed- 
ish Advertising Federation, pre- 
esnted the club with a Swedish 
Advertising yearbook. . . 

Frank Johnson, asst. a.m., 
Devoe & Raynolds Paint Com- 
pany, led a Devoe team to vic- 
tory in a quiz contest broadcast 
over WEVD, New York. Frank 
tied for individual honors, and 
shared in the cash prize offered 
the winning team by E. S. Phil- 
lips, Devoe president. Margaret 
Murray, also of the Devoe ad. 
dept., was another member of 
the winning team... 

Dorothy Anderson, treasurer, 


TOUGH NUT TO CRACK 


BN hin Merrill Anderson Company 

Sg ie agency, and the wife of Merrill, 

ss ae is well on the road to recovery 
Wes ae from a broken leg. . . Frederick 
Ap ,; , H. Anderson, Benton & Bowles 


space buyer, proved that there 
are secrets in the agency busi- 
ness. He just revealed that he 
was married last September. . . 

John L. Grimes, a.m., Wheel- 
ing Steel Corporation, had the 
enviable task of escorting Dor- 
othy Ann Crowe, 17-year old 
soprano who sings on his “Mus- 
ical Steelmakers” program, to several state functions at the World’s 
Fair when the Wheeling broadcast was staged at the exposition last 
week. . . 

Henry Tritschler, president of Nelson Chesman Company, Chatta- 
nooga, Tenn., recently celebrated his 50th anniversary in agency work. 
He started back in 1889 as an office boy in St. Louis agency and went 
to Chattanooga 30 years ago... 

Returning to New York from the Far East, George B. Packer, 
of H. N. Elterich, has completed his second yearly trip through South 
Africa, India, Straits Settlements, Philippines, Japan and Hawaii. . . 


Putting an okay on advertising copy is 

lots easier for Ernest B. Loveman, Philco 

advertising manager, than driving 220 

yards with one of Joe Kirkwood's fan- 

tastic golf clubs. The adman is finding 

this out as the golf pro lends moral 
support. 


IN CHAMPIONSHIP COMPANY 


An informal moment on the veranda of the Greenbrier at White Sulphur Springs, 

West Va.: Lawrence B. Icely, president, Wilson Sporting Goods Company, is 

flanked by Bobby Riggs, No. | American tennis player, and Sam Snead, topnotch 
professional golfer. 


Dr. W. P. Jacobs, president of Jacobs & Co., Clinton, S. C. agency, 
was termed “A Modern Hercules” in a recent editorial in the Char- 
lotte Observer, and for good reason. Besides having been a leading 
Southern adman for years, he has served his alma mater, Presby- 
terian College, as president without salary for four years. He was 
cited by Presbyterian recently as “alumnus of the year,” receiving 
the honor for the third time. . . 

Ted Oberfelder, who assists Harry Casey in the promotion dept. 
of the Philadelphia Inquirer, is the proud father of a baby girl. . . 
H. H. Holtshouser, bus. mgr., WAPI, Birmingham, has been a West 
Coast vacationer. . . Mary Louise Anglin, script buyer for Compton 
agency, is back from a two-weeker spent at her Ohio home. . . 

Frederick P. Hall, octogenarian publisher of the Jamestown Jour- 
nal, suffered an unfortunate accident while attending the summer 
conference of the New York State Publishers Assn. and the New York 
Associated Dailies. After accepting a life membership scroll in the 
latter group at Monday’s banquet, his chair slipped from the platforn 
and he suffered a hip injury. . . 

Ben Abrams, president, Emerson Radio & Phonograph Corpora- 
tion, Was an especially welcome guest at the Sales Executives Club 
luncheon at which his employe, Elliott Roosevelt, Texas State Network 
prexy, was the speaker. Abrams donated the attendance prize, a port- 
able radio, which went to R. E. Rindfusz, president of Periodical Pub- 
lishers Assn. Roosevelt is sponsored by Emerson on his news broad- 
casts. .. 

Arthur Hirose, director of research for McCall Corporation 
sailed on the Normandie for his annual vacation in Europe 
and daughter accompanied him 

The private nine-hole golf course, built by Theodore F. Mac- 
Manus, Detroit agency man, ten years ago, has been opened to the 
public. . . Bob Graham, of Jerome B. Gray & Co., Philadelphia, was 
host to the entire agency staff at his log cabin on Rancocas Creek, 
near Mt. Holly, N. J., a couple of Saturdays 

Milton H. Biow, head of Biow Company, New 
Biow have returned from a vacation abroad where 
al) about Johnny of Philip Morris fame 


Nas 
His wife 


ago 
York, and Mrs 


he told Europeans 


Lee Bristol 
Qualifies as 


Radio Luminary 


New York, June 29.—If Lee H. 
Bristol ever wearies of the adver- 
tising business, he should be able to 
make his mark as a radio star, it 
was suggested last night when the 
vice - president of Bristol - Myers 
Company made a brief appearance 
on “Town Hall Tonight,” on the 
NBC Red network. Mr. Bristol, 
present to bid farewell to the pro- 
gram, leaving the air for the sum- 
mer, indulged in a little verbal 
skirmishing with Fred Allen, head- 
‘liner of the show, and made a 
highly creditable showing. His 
silken voice, familiar to members 
|of the Association of National Ad- 
| vertisers when he was president of 
that organization, provided a start- 
ling contrast with the rasping ac- 
|cent of Allen. 

On the serious side, Mr. Bristo] 
recalled that he was one of the pio- 
neers of radio, putting a show on 


the air as far back as 1925, before 
the huge networks of the present 
| day were more than a vision. “The 
| Ipana Troubadours,” as it was 
| known, played a hookup comprising 
|New York, Philadelphia and Bos- 
ton. Bristol-Myers has been repre- 
sented on the air lanes continuously 
| since. 

| In response to Allen’s queries, 
| Mr. Bristol described the daily rou- 
'tine of a hard working advertising 
man who gets to the office at nine 
| and lingers until six. As Allen sug- 
|gested, one of the  pre-business 
| daily chores is a quick shave with 
“you know,” otherwise Ingrarh’s 
shaving cream. Mr. Bristol] haz- 
arded the opinion that the life of a 
radio comedian is pretty soft—at 
times much harder on the sponsor 
than the actor. “Not on Wednes- 
day nights, of course,” interposed 
the irrepressible Allen. 


Conoco Truck Displays 


Start on Tours 

Continental Oil Company. Ponca 
City, Okla., has begun use of sev- 
eral traveling bus displays which 
will take Conoco products on tour 
through various sections of the 
country. 

Demonstration of the products is 
given inside the specially designed 
| buses, air conditioned by Fairbanks, 
Morse & Co. 


Four A's Offers New 
‘Statistical Study 

The American Association of Ad- 
vertising Agencies has released Vol. 
Vill-a of its market and newspape 
statistics, covering market informa- 
ition on 58 cities of the United States 


and Canada with population ex- 
ceeding 100,000. 
Copies of this study are avail- 


able to non-members at $6 each. 


Riesball for fawe 


Parfums Chevalier Garde, Inc., 
|New York, has appointed Abbott 
|Kimball Company, New York, to 
handle promotion of Imra, new 
depilatory. Newspapers and na- 
tional magazines will be used 
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Vidorian Merchant 
Wrote Colorful 
Copy That Clicked © 


Montreal, June 27.— Advertisers | 
»f 50 years ago may have been igno- | 
rant of pre-testing and check lists | 
ind research, but that didn’t pre- 
vent them from turning out copy 
that commanded large audiences 
and—what is more important—that 
sold merchandise. 

Typical of the Victorian practi- 
tioners was an Ottawa merchant 
vho prepared his own advertising 
ind whose handiwork was distin- 
guished by humor, frankness and 
the “reason-why” appeal that mod- 
ern copywriters strive to achieve so | 
energetically. 

He was the father of Brian Dev- | 
lin, copy chief of Canadian Adver- | 
tising Agency, Ltd., who has col-| 
lected these unusual advertisements. | 
Some contain so many of the ele- | 
ments considered synonomous with | 
good copy today that some observ- | 
ers who have seen the Devlin col- | 
lection find it hard to believe that | 
such advertising could have been 
written before the turn of the cen- 
tury. 

As an example of the candor 
common to his father’s copy, Mr. 
Devlin quotes the following inser- 
tion printed in the ’80s: “I have a 
lot of Grey Goat Sleigh Robes at | 
$6.00 each. 


Truth in Advertising 


“They are grey, and they are 
goat, and they are six dollars, and 
that is about all that I can truth- 
fully say about them. They are 
probably about the average for such 
things—neither better nor worse. 

“They are lined and trimmed, 
which is a circumstance, but if | 
there is any worse lining in the 
country, I should be pleased to see | 
it. Of course, with a raging Pro- 
tectionist Government in power, 
people can’t expect much for six 
dollars, and in this case I think 
their expectations will be realized, 
though they will get a good six dol- 
lars’ worth. 

“In the meantime, I should like | 
to realize six dollars a piece for | 
about 75 robes. Terms cash. 

“P. S. Of course after the above 
warning, anyone who purchases a 
Grey Goat Robe from me does it at 
his own proper risk.” 

That piece of copy, according to 
Mr. Devlin, is typical of those ap- 
pearing in an Ottawa newspaper al- | 


most daily for 30 years. What is 
more, this advertising brought 
results. In this instance, about 80 


per cent of the stock was sold 
within a few days and a new supply 
had to be ordered. 


Realism Set Down in Print 


Another example of goat robe ad- 
vertising, and one in which the 
ohraseology seems all too modern 
to have been devised in the elegant 


| INTERNATIONAL 
PRINTING PAPERS 


|take place tomorrow afternoon at 3 


Ticonderoga Book 
Champlain Book 
Saratoga Book 


Saratoga Cover 


Lexington Offset 


Made by 
INTERNATIONAL 
PAPER COMPANY 

220 East 42nd Street 


NEW YORK, N. Y. 
BOSTON CHICAGO CLEVELAND || 
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j| his advertising. 


| tariff could be abolished altogether 


|Opposition to fulminate its policy. 
‘I am prepared to meet it half way 
| —all 


OLD WINNER MEETS NEW CHAMPION 


Scene at AFA convention: Mrs. Consuela Miller (center), retiring president, 

Women's Advertising Club of Chicago, which sponsors the Josephine Snapp 

awards, chats with Virginia Porter (left), this year's winner, and Mary Pentland, 
assistant publisher, Parents’ Magazine, 1937 recipient of the trophy. 


80s, recognizes the fact that goat is | other methods. 


about as close as some people can | 
come to fur. 

“IT have some 
Black Bear Robes made from goat | 
skins. I say this in no spirit of | 
derision. It is not the fault of goats | 
that they are goats. It is simply 
their misfortune. 

“But if the public will purchase 
them for Bear, believing them to be 
Bear, just as much benefit will be 


|derived from them as though they 


Bear. 
will 


And the 


save 


were 


economical | 
citizen 


money, and the 


} enterprising furrier will make more 
| profit 


and everything will be| 
lovely.” 

Another example of giving a true | 
appraisal of merchandise, which 
also demonstrates the furrier’s gift 
for a humorous touch, was a piece 
of copy on coon coats which read: 
“One coonskin coat. Price fifteen | 
dollars. 

“It is not a good-looking coat. It | 
is not even a good coat unless it 
possesses some hidden virtues of 
which the undersigned is unaware. 
It is good enough, however, to keep 
out fifteen dollars’ worth of cold, 
which, from present appearances, is 
about all we are likely to get this | 
winter.” 


Necessity Inspired This One 


An advertisement to unload slow- | 
moving merchandise was headed | 
“Necessity,” and went on as fol- 
lows: “I have two cloth coats lined 
and trimmed with fur which I am 
anxious to sell. At a fair valuation 
they would be worth forty dollars 
each. 

“That is, provided you were B 
and I were A. Measured by the 
Golden Rule they might be squeezed 
down to thirty. Measured by the 
state of my bank account, I offer 
them for fifteen dollars each and no 
questions asked.” 

It was characteristic of his father, | 
according to Mr. Devlin, to make | 
himself one of his readers, suffer- | 
ing their own trials and tribula- 
tions. He once found himself in a 
financial jam with the Customs De- 
partment, but instead of keeping his 
troubles to himself he aired them in 


“IT understand there is to be a 
reduction in the tariff. If this could 


o’clock, it would be a great com- 
fort to the undersigned. If the 


for about 20 minutes, I would 
promise never to cast another Con- 
servative vote. | 


Turn About Is Fair Play 


“T have a lot of valuable mer- 
chandise in the Custom House 
awaiting payment of duties. Owing 
to certain financial transactions last 
week, I am temporarily short of 
funds. Now is the time for the late 


the way, in fact. I have 
spoken to the Collector of the Port, 
but he says he has nothing to do 
with tariffs. 

“What he wants is cash. And he | 
was pretty snappy about it too. My | 
offer to bridge the chasm with a | 
three months’ note was peremptor- | 
ily declined. Very well. There are | 


partment 


| part. 
| to pay cash.” 

A similar bit of copy which also 
j}uses the “reason why” approach 
| was headed “Poverty,”’ and began: 
'“From this date all Furs will be 
| offered at a discount of 20 per cent. 
There is a Surplus of Eight Thou- 
sand dollars’ worth of Manufac- 
tured Furs which I should not have. 
And there is a chronic deficit in my 
bank account which the Manager 
says he won't have. 

“Consequently, as between the 
| Devil and the Deep Sea, I must per- 


I make it worth your while | 


‘Harry Baum Heads 


Engineering Advertisers 
Harry Neal Baum, advertising 
manager, Fairbanks, Morse & Co., 
has been elected president of the 
Engineering Advertisers Associa- 
tion, Chicago, succeeding H. H. Sim- 
mons, Crane Company. Other offi- 
cers and directors elected are: 
vice-presidents, E. A. Gebhardt, 
Commercial Advertising Agency; 
Frederic I. Lackens, The Hays Cor- 
poration, Michigan City, Ind.; and 
R. A. Peterson, Davis Regulator 
Company; secretary-treasurer, John 


of Canada is 
| strictly cash business, I can do a | Pickering & Co., Los Angeles. 

very handsome | strictly cash business. too. ee 
“From this date all Straw Hats Runyan Leaves L&T 
are offered at reductions of 15, 20 | 
and 25 per cent. 
differ from the party of the second | the past 13 years, has resigned. 


J. Rowell, Guardian Electric Com- 


force choose the latter. The shores pany, re-elected. 


of this Sea will be strewed with Directors: two-year terms, W. W 
|} bargains that the Ottawa public | Hutton, International Filter Com- 
would do well to inspect.” pany; B. G. Wiley, All-Steel-Equip 


Company, Aurora, IIll.; and John 
Bachner, Chicago Molded Products 
Company; one-year terms, Harvey 
A. Scribner, Russell T. Gray, Inc., 
and G. A. Hansen, Steel Sales Com- 
pany; one-year vacancy, Paul Ack- 
erman, The Pullman-Standard Car 
Company; associate director, Walter 
Painter, Power Plant Engineering. 


The same advertisement, after 
| describing a variety of furs avail- 
‘able in coats, jackets, capes and 
|robes ended with: “And _ Caps, 
| Muffs, Gloves ad finitum. Ad fini- 
tum is not a Fur. It is Latin and 
means a good many.” 


Gayner to Agency 


Walter R. Gayner has been ap- 
a | pointed account executive of Heintz, 


Pauney Litho Formed 


Pauney Litho Company, New 
York, has been formed to specialize 
in the planning and producing of 
direct mail and displays by the 
\offset lithography process. Paul 
| Ornstein, formerly with Duo Proc- 
‘ess Corporation, Long Island City, 
'N. Y., is in charge of production 


If the Customs De- | 
doing 


| 


director of 
Lord & Thomas, Los Angeles, for 


Jack Runyan, radio 


That is where I 


gas 


Nurses in antform surround the 
monument dedicated to Florence 
Nightingale during Hospital Day 
ceremonies at the Golden Gate 
Exposition at San Franciso 


INFLUENCE 


Eloquent of HOSPITAL MANAGEMENT'S standing in the hospital 
field is the annual celebration, on May 12, of National Hospital Day 
...a celebration joined in enthusiastically by thousands of hospitals 
throughout the United States and Canada, and aided by hospital 
suppliers, pharmaceutical firms and others who each present special 
messages to the public on this day. 


National Hospital Day was conceived and promoted by HOS- 
PITAL MANAGEMENT, and developed its present stature as the 
most important day in the hospital calendar through the nourish- 
ment it received from the editorial columns of this live, influential 
hospital journal. 


Hospital Management 
The News and Technical Journal of Administration 
100 E. Ohio St. Chicago =) Gif) 330 w. 42nd St. New York 
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New York Edison 
Gets Award for 
Public Relations 


New York, June 27.—A total of 
59 awards in the annual Better 
Copy Contest of the Public Utilities 
Advertising Association was an- 
nounced at the organization’s closing 
session here last week by J. V. 
Macdonald, of Boston, chairman of 
the copy committee. 

More than 4,000 entries were 
judged before the following winners 
were selected: 

Public Relations Newspaper Adver- 
tising: premier award—Consolidated 
Edison Company of New York, New 
York, N. Y.; awards of merit—West- 
chester Lighting Company, Mt. Ver- 
non, N. Y.; Southern California Edison 


Company, Los Angeles; Nebraska 
Power Company, Omaha; Cincinnati 
Gas & Electric Company; Consoli- 


dated Edison Company. 


Load Building Newspaper Advertis- 
ing for Electric Companies: premier 
award—The Cincinnati Gas & Electric 
Company; awards of merit—Consoli- 
dated Edison Company; Central New 
York Power Corporation, Syracuse; 
Public Service Company of Indiana, 
Indianapolis. 


Merchandise Newspaper Advertising 
premier 
Edison 
merit—Tampa 
Tampa, 
Company, 


for Electric Companies: 
award—Southern California 
Company; awards of 
Electric Company, 
Georgia Power 


Fla.; 
Atlanta, 


‘ 
PRINTING 


EXECUTIVE 


@ We have in mind the $5,000 
executive who spent three days 
of his own time and that of five 
printers, getting estimates on the 
placing of a $200 order...The 
low bidder got the job, but the 
engravings were delayed, the 
composition had to be re-set, 
and two cuts were transposed. 
The $5,000 man has been “on 
the carpet” three times explain- 
ing matters...Plenty of valuable 
energy wasted over mistakes... 
It is our business to help buyers 
save TIME, ENERGY and MONEY... 
We know printing, engraving 
and typography, backward, for- 
ward, up and down... we do it 
every day... Faithorn service 
and prices must be reasonable; 
or we wouldn't be serving so 
many important accounts. Try us! 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


This full page 
advertisement 
for Martha 
Weathered 


ippeared in 


Martha Uvathired 


Harper's Bazaar. | =—-~-— 
It was prepared 
by Faithorn. 


ALWAYS 
THE FINEST AT FAITHORN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all —just as you wish, 


but all are here, ready to serve you... 


n assured, 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO ‘ 


DAY AND NIGHT SERVICE 


Speed, ec onomy and satisfacti 


Edison, and E. R. Keller, Cincinnati Gas 
during a utilities’ session 


Ga.; The Cincinnati Gas & Electric 
Company. 
Load Building Newspaper Advertis- 
ing for Gas Companies: premier 
award—Public Service Company of 
"ndiana; awards of merit The 
Peoples Gas Light and Coke Com- 
pany, Chicago; Washington Gas Light 
Company, Washington, D. C.; New 
York Power & Light Corporation. 
Merchandise Newspaper Advertising 
for Gas Companies: premier award 
Lone Star Company, Dallas, 
Tex.; awards of Pacific 


(jas 
merit (jas 

Asbury 
Lighting 


(jas «& 


Power & Light Company, 
Park, N. J.; Westchester 
Company; The Cincinnati 
Electric Company. 
Campaigns: Awards of Exceptional 
Merit Philadelphia Electric Com- 
pany; Consolidated Mdison Company; 


Wisconsin Public Service Corpora- 
tion, Green Bay. 
Newspaper Advertising for Trans- 


portation Companies: premier award 

New Orleans Public Service, 
awards of merit—Wisconsin 
Service Corporation; Public 
Klectric and Company, 
Ne Oe 

EXmploye Magazines: premier award 

Philadelphia Company, Pittsburgh; 
awards of merit—-Consolidated Edison 


Public 
Service 
Newark, 


Lighting & Power Company, Houston, 
Tex 
Special Booklets, Pamphlets, Ete.: 


Chicago; The Peoples Gas Light and 


Coke Company. 


premier award—-The Cincinnati Gas 
& Electric Company; awards of merit 
—Kansas City Power & Light Com- 
pany; Consolidated Edison Company. 
Window Inside Display: 
premier award Washington Gas 
Light Company; awards of merit 
Central New York Power Corporation, 
suffalo; Philadelphia Gas Works 
Company. 


Gas or 


Poster Advertising of All Types: 
premier award—Public Service Com- 
pany of Colorado, Denver; awards of 


merit—Consolidated Edison Company; 
Peoples Gas Light and Coke Com- 
pany. 


Radio Advertising: premier award 
Consolidated Edison Company. 

Motion Pictures for Public 
tation: premier award 
Electric and Company, Newark, 
N. J.; award of merit-——Consumers 
Power Company, Jackson, Mich.; 
eal award—Pacitic and 
Company, San Francisco. 


Seund Slide Films: 


Presen- 
Public Service 


(;as 


spe- 
Gas Miectric 


premier award 


Public Service Electric & Gas Com- 
pany: award of merit—‘hicago Sur- 
face Lines. 


Two Join Designers 


Bertram M. Ainsworth has been 
named merchandising counsel for 
Designers for Industry, New York, 
and will head a new merchandising 
consultation service department. J. 
Anthony Garrity has been named 
designer for the Eastern division. 


To Ross Federal 


Fred Fielding, formerly in the ra- 
dio department of N. W. Ayer & 
Son, has been named head of re- 
search sales for Ross Federal Re- 
search in the Atlantic Seaboard dis- 


trict, effective Sept. 1 


and Electric Company; Jersey Central | 


Inc.; 
| 


premier award—Georgia Power Com- 
pany; awards of merit—Public Serv- | 
ice Company of Northern Illinois, 


Electric Window or Inside Display: | 


a 


PUBLIC UTILITIES SESSIONS HOLD INTEREST 
) 


ee 


E. R. Little, Niagara Hudson Power Corporation; F. W. Crone, Consolidated 


& Electric Company, listen at their ease 
at the AFA convention. 


Barber Chain in 
Copy Tie-up with 
Schick Shaver 


Chicago, June 27.—After testing 
the idea in New York, Terminal 
Barber Shops has extended to the 
other five cities in which it operates 
the advertising tie-up with the 
Schick Dry Shaver. Under this ar- 
|rangement, Terminal will run a 150- 
| line newspaper advertisement once 
_ weekly offering a Schick shave for 
|the usual price of 25 cents, and a 
lesson in self-shaving with the 
'|Schick for an additional 25 cents. 
Schick bears part of the cost of this 
advertising. 

Schick has extended another bit 
|of cooperation here by moving its 
service station into the Palmer 
| House, the home of one of the four 
| Chicago Terminal shops, so that ex- 
| pert advice is quickly available in 


Company; Nebraska Power Company, | case anything goes wrong. In ad- 
Omaha. ; | dition, Schick makes a_ regular 
. » > Tr . . . 
coat A wt ayo a Plectric | Weekly examination of all Schick 

aw: - i 148 y ule = : = S 
Company; awards of merit—Georgia |Shavers in use in the Terminal 
Power Company; Public Service Cor- | shops. 

poration of New Jersey. 

Domestic Bill Enclosures: premier Liberal Markup Allowed 
award—West Penn Power Company; ‘ . : 
awards of merit—Texas Power & | Terminal barbers have received a 
Light Company; Washington Gas) special training course in use of the 
Light Company. | Schick razor. An executive of the 

Direct Mail Advertising: ood a‘ ? reported satisfactic ith 
award—Philadelphia Electric Com- company reported satis action wit 
pany; awards of merit—Public Serv- | initial results of the plan, which al- 
ice Corp. of New Jersey; Houston 


lows the shop an unusually large 
| profit margin, in view of the fact 
| that no unguents of any kind are 
| used before or after the shave. 
Other Terminal shops are oper- 
ated in New York, Cincinnati, De- 
troit, Baltimore and Pittsburgh. 


To Design Poster 


Michael Sarisky, assistant art di- 
rector of McCann-Erickson, Cleve- 
| land, has been appointed to design 
and paint the 1939 Cleveland Com- 


~|munity Fund poster for the annual 


drive. 


Wins Kelvinator Award 


William Tyner, Richards & Cono- 
ver Hardware Company, Oklahoma 
City, has been named winner of the 
grand award in Kelvinator’s silver 
| jubilee dealer-getting contest. 

° 
Conley Joins Agency 

W. F. Conley has joined the ex- 
ecutive staff of Beaumont & Hoh- 
man, Cleveland. He was formerly 
advertising manager of Electric 
Vacuum Cleaner Company, Cleve- 
land. 


Joins Carr Liggett 


Tom R. Forristell, formerly 
sistant advertising manager of Fox 
Furnace Company, Elyria, O., has 
joined Carr’ Liggett, Cleveland 
agency, as production manager 


as- 


Vladimir Adds Harris 
Harriett Harris, formerly with 
Constance Hope Associates, New 
York, has joined the copy staff of 
Irwin Vladimir & Co., New York. 


Eckstein Promoted 


| 
| 
| 


VE 


The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terms 


All other classifications (single insertion rates): % In., $2.75; 1 to 3 In., 


$4.75 per inch. 


Write for folder describing discounts for term insertions. 


—3 


POSITIONS WANTED 


HELP WANTED 


The world doesn’t owe this copywriter 
a living but it owes him the right to 
earn one. WANTED—a better job in 
a bigger agency—more work, more 
money. 

Box 1811, ADVERTISING AGE, Chgo. 
5 years varied manufacturer-retail ad- 
vertising - merchandising accomplish- 
ment prove I’m ready for job with 
future. Copy, layout, production, for 
newspaper, magazine, mail, radio. 
Trade paper editing; publicity. Col- 


lege-trained; 27, single. Moderate 
salary start. Samples. : 
Box 1812, ADVERTISING AGE, N. Y. 


PHOTO AD-CARDS 

BEAT THE SUMMER SLUMP 
Go after business the modern way by 
using our PHOTO AD-CARDS. Eco- 
nomical and very profitable to use. 
Samples and prices on _ request. 
GRAPHIC ARTS PHOTO SERVICE, 
HAMILTON, OHIO. 


MISCELLANEOUS 


Fresh Copy, 10¢ a Line! 
Avoid employee taxation and vexa- 
tion—ten years of writing experience 
are available by mail for a campaign 
or a paragraph. Describe your ad- 
vertising needs, state number of type- 
written lines wanted and inclose re- 
mittance. Revisions free if desired. 


$1.00 minimum; satisfaction guaran- 
teed; 3-day service. Copy is a com- 
modity—cash buys it for less! Copy 


Builders, Box 915, Buffalo, N. Y. 


Advertising Clubs 
Held Vital to 
Local Communities 


New York, June 27.—The adver- 
tising club, through aggressive and 
judicious work in its local commu- 
nity, is in a strategic position to con- 
duct the battle against anti-busi- 
ness, anti-advertising forces, and to 
resell the American system of in- 
dividual enterprise to the public. 

This theme, sounded by Dr. Ken- 


;neth Dameron, Ohio State Univer- 


sity, keynoted the session held 
jointly by the Council on Advertis- 
ing Clubs and the Council on Wo- 
men’s Advertising Clubs, a meeting 
graced by the presence of such 
speakers as Paul Garrett, director 
of public relations, General Motors 
Corporation; Allan Brown, director 
of public relations, Bakelite Cor- 
poration; and Walter B. Weisen- 
burger, executive vice-president, 
National Association of Manufactur- 
ers, during the AFA meeting here. 

The joint session came as the 
windup of two days of club activi- 
ties held separately by the men and 
women’s groups in which work done 
during the past year was reviewed 
and technical problems of organi- 
zational operation thrashed out. 

The final meeting developed into 
a consumer session, not. only 
through the linking up of club ac- 
tivities to the local consumer move- 
ments, as was done by several 
speakers, but through direct con- 
sideration of the problem and even 
the presentation of the viewpoint 
of the consumer group itself. 

This latter service was performed 
by Rosamond Cooke, professor of 
home economics, University of Cin- 
cinnati, who urged her audience to 


| York City and Metropolitan Area. 


National advertising agency has open 
ing for creative and copy man with 
five years or more writing experience 
State full particulars in reply includ- 
ing age, education, references, busi- 
ness record, and copy experience. 

Box 1813, ADVERTISING AGE, Chgo. 


REPRESENTATIVE WANTED 
WANT: Middlewestern publisher de- 
sires representative for technical pub- 
lication on Atlantic Seaboard from 
Baltimore through New England. Ter- 
ritory now producing. Straight com- 
mission. Large possibilities. Will not 
consider representative with more 
than one other paper. Give details 
first letter. 

Box 1810, ADVERTISING AGE, Chgo. 


SPECIAL SERVICES 


EXTREMELY LOW COST 
process reproduces “direct from your 
copy” without necessity of costly 
typesetting and cuts. 

Perfect for all sorts of illustrated ad- 
vertising material, bulletins, broad- 
sides, testimonials, charts, diagrams, 
etc., etc. 

Short runs no penalty. 

Any size can be furnished. 

500 COPIES (81%4”x11") $2.63 
Additional hundred copies only 22c¢ 
Quantity buyers allowed discount. 
Send for free informative book. 
Laurel Process, 480 Canal St., N. Y¥. C. 
A trained salesman will call in New 
Just 
No obligation. 


phone WAlker 


5-0526. 


Putnam, Seymour 
in Display Field 

John T. Putnam and J. Howard 
Seymour have formed Seymour & 
Putnam, Inc., with offices at 612 N. 
Michigan avenue, Chicago, to spe- 
cialize in point-of-sale advertising. 

The new company is now making 
test installations of eight-foot cigar 
cases in independent drug stores of 
Chicago. Reminder advertising 
printed on transparent paper and 
placed at the top of the case is 
given additional illumination by a 
daylight ray which is heatless and 
will not affect the tobacco in the 
case. 


Swim Ads Total $300,000 


Approximately $300,000 was spent 
in local newspaper advertising by 
drug, department and sporting 
goods stores, specialty shops, swim- 
ming pools and others during the 
National Swim For Health Week 
ended July 1. According to the 
Swim For Health Association, New 
York, this was a 30 per cent in- 
crease over last year. 


Norwich Appoints Esty 
Norwich Pharmacal Company, 
Norwich, N. Y., has named William 
Esty & Co., New York, to handle 
promotion of Amolin powder, toilet 


preparation. Using spot radio and 
newspapers, advertising will start 
in New York state. P. Wesley 


Combs, Jr., is account executive. 


Holtz Joins Excelsior 


S. B. Holtz has been appointed 
sales manager of Excelsior Window 
Trimming Corporation, New York. 
He will continue to act as Eastern 
representative of Window Display 
Syndicate, Inc. 


Ross Transfers Shine 


aad : Scan a . W. J. Shine has been transferred 
rico aes ae con | from the Cincinnati office of Ross 
pat : ; ““ | Federal Research Corporation to the 
twins of economy’’—each cannot do | New York office where he will act 
without the other. |as coordinator of research activities 


Jim Mangan on “CORNY ADVERTISING!” 


Of course you have heard about the famous talk at Cleveland, Ohio on May 5S when Jim Man- 
gan pinned back the collective ears of advertising technicians by asserting that 90% of today’s 
advertising was ‘‘corny."" Now Jim has been put on the spot to prove what he says by 
showing his conception of what advertising design should be today. He has written the 
MSS. for a complete $5.00 book to be published in the fall. Experts say it will be a 
sensation— 


DESIGN: THE NEW GRAMMAR OF ADVERTISING 


You can get this book now—and without one cent extra cost by reserving the next issue of 
THE PRINTING ART de-luxe advertising magazine published quarterly—the price $2.00 for a 


A. W. Eckstein, formerly assist- 
ant, has been named advertising 
manager of the Illinois Central | 


Railroad, Chicago 


single copy. The Editors of THE PRINTING ART have secured the complete manuscript with 
Mangan's prescriptions for advertising design and the whole story will appear in the next 
issue. Get your reservation in today—vyou may order your copy on approval. 


THE PRINTING ART, 4660 RAVENSWOOD AVENUE, CHICAGO 
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July 3, 1939 


ADVERTISING AGE 


Index of Retail Activity in 79 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1939, by Advertising Publications, Inc.) 


RETAIL ACTIVITY in 
+420 | MAJO PARKETS 
year 
Week-by-week 
+15 x 
10 | | year to date O—O—O 
+ at+ee 
hi} 
Hi —_——— Lo eo aN 
+5 bth cl 
| | i 
LAST | ———e 
YEAR [7 y a ? . 
HT On 
pe WY 
fi | | 
-19 
—1§ 
7 1 8 15 22 29 6 13 20 27 3 10 17 24 7 
w ——) ~~ —) — w ~ —w— 
JAN. APRIL MAY JUNE JULY 
% Gain % Gain 
25-Week 25-Week 25-Week or Loss or Loss 
Period Period Pericd 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City June 26,1937 June 25,1938 June 24, 1939 1937 1938 June 25,1938 June 24,1939 Loss 
fi” 7 : Pre 8,522,928 6,087,614 4,858,076 —43.0 —20.2 230,367 179,732 —22.0 
A, The Be 6c ve vdies 5,037,228 4,271,755 4,141,078 —17.8 —3.1 162,891 171,190 +5.1 
ee eee ere 3,477,543 2,531,788 2,833,740 —18.5 +11.9 106,890 127,372 +19.2 
SA, Di k's 0s 08 sees 7,730,324 7,256,774 8,186,766 +5.9 +12.8 251,818 278,614 +10.6 
Baltimore, Md. ....... 11,484,517 10,771,912 10,715,376 —6.7 —0.5 371,743 416,417 +12.0 
Birmingham, Ala. ..... 6,241,648 6,066,130 6,226,542 —0.3 + 2.6 193,998 237,300 22.3 
pO OS eee 10,102,294 9,227,389 9,427,681 —6.7 + 2.2 281,987 311,476 +10.5 
Bridgeport, Conn. 4,899,020 4,336,444 4,674,624 —4.6 + 7.8 157,920 186,452 +18.1 
Res Dac Es 646000060 9,212,644 8,105,468 7,869,162 —14.6 —2.9 271,586 318,710 +17.4 
CamGen, WM. cd. .csecacsese 1,967,807 1,832,043 1,988,942 +1.1 + 8.6 76,554 87,776 +14.7 
Cedar Rapids, Ia. ..... 2,565,024 2,297,204 2,369,806 —7.6 + 3.2 98,854 105,420 + 6.6 
Charleston, W. Va. 5,622,351 5,394,087 5,044,683 —10.3 —6.5 170,583 185,094 + 8.5 
Chattanooga, Tenn. 3,121,899 2,965,661 3,670,607 + 17.6 + 23.8 97,394 136,007 +39.6 
SE, Eels cn esesces 16,787,501 15,899,903 14,817,103 —11.7 —6.8 483,277 497,650 + 3.0 
a: Seer ee 8,733,063 7,581,093 7,766,652 —11.1 + 2.4 245,830 268,632 +9.3 
Ceevenmne, GD. sevcseres 10,569,576 8,738,817 8,642,493 —18.2 —1l1.1 289,043 358,434 + 24.0 
Comemnes, OC. cccissce . 7,001,806 6,097,228 6,505,983 —7.1 + 6.7 201,615 233,048 +15.6 
BPEIES, TOM, vccccsvces 10,516,488 10,236,724 10,187,108 —3.1 -—0.5 368,046 362,974 —1.4 
DOVORPGPE, TG. seesivee 5,062,946 4,692,922 4,528,262 —10.6 —3.5 171,234 170,660 —0.3 
eee EL. het cotwacans 7,746,534 6,325,864 6,751,644 —12.9 + 6.7 185,612 272,398 + 46.8 
SE “Ere 4,942,655 4,516,096 4,444,031 —10.1 —1.6 150,244 152,125 +1.3 
Des Moines, Ia. ....... 3,243,212 3,172,296 3,262,854 +-0.6 +2.9 105,412 121,511 +15.3 
a” ee 11,281,584 8,653,675 9,749,818 —13.6 +12.7 299,571 350,794 +17.1 
Fe. 5,086,982 4,952,625 5,088,980 “- +2.8 198,324 226,916 +14.4 
‘2, EOTrerrerit 4,448,578 4,371,790 4,623,780 + 3.9 +5.8 149,226 179,242 + 20.1 
Fall River, Mass. ..... 1,763,422 1,559,778 1,626,032 —7.8 + 4.2 55,235 63,621 +15.2 
eG, DENN cbt cneeoees 4,451,860 3,354,680 4,006,078 —10.0 +19.4 110,040 153,342 +39.4 
Fort Wayne, Ind. ..... 5,895,393 5,245,394 5,148,559 —12.7 —1.9 172,361 191,583 +11.2 
Gee, Gls ccscsescsene 3,704,592 2,793,110 2,800,688 —24.4 +0.3 115,400 141,371 + 22.5 
Grand Rapids, Mich. 5,382,988 4,259,524 4,277,456 —20.5 +0.4 156,432 167,314 +6.9 
Greenville, SB. C. ....e. 3,302,349 3,016,037 3,126,160 —5.3 +3.7 117,306 115,949 —1.2 
eee 7,965,560 7,963,602 8,153,898 2.4 +2.4 284,536 283,976 —0.2 
Indianapolis, Ind. ..... 9,202,926 7,683,614 7,942,184 —13.7 +3.4 253,274 314,776 + 24.3 
Jacksonville, Fla. ..... 4,407,382 4,232,168 4,374,132 —0.8 + 3.4 144,004 155,386 +7.9 
Jersey City, N. J. ..... 1,216,488 1,042,582 1,100,818 —9.5 +5.6 38,722 38,935 +0.6 
Kansas City, Kans. 1,300,642 1,336,860 1,246,938 —4.1 —6.7 52,745 45,311 —14.1 
Knoxville, Tenn. ...... 4,931,262 4,908,820 5,178,080 +5.0 +5.5 155,904 187,950 + 20.6 
Little Rock, Ark. ..... 4,636,464 4,365,250 4,437,524 —4.3 +1.7 154,252 182,994 +18.6 
Los Angeles, Cal. ..... 12,455,174 11,160,382 12,220,693 —9.1 +9.5 408,514 447,931 +9.6 
Fg ee See 7,872,581 6,975,452 6,999,133 —11.1 +0.3 251,938 257,044 + 2.0 
Rvs SEN oetecncnse 4,930,506 3,923,150 4,129,554 —16.3 +5.3 150,668 172,676 +14.6 
Manchester, N. H. 1,762,422 1,803,070 1,852,238 +5.1 +2.7 62,522 70,382 + 12.6 
Memphis, Tenn, ....... 5,884,076 5,448,100 5,743,654 —2.4 +5.4 185,374 226,674 + 22.3 
ttMilwaukee, Wis 8,738,179 7,326,909 7,005,975 —19.8 —4.4 231,779 263,116 + 13.5 
Minneapolis, Minn. 7,367,406 6,542,534 6,667,769 —9.5 +1.9 233,832 229,093 —2.0 
Moline-Rock Island 4,387,478 4,186,826 4,039,774 —7.9 —3.5 142,632 172,900 +21.2 
New Bedford, Mass. . 1,658,692 1,547,196 1,502,928 —9.4 —2.9 57,456 52,766 —8.2 
New Haven, Conn. 4,688,438 4,418,764 4,484,354 —4.4 +1.5 174,690 176,092 +1.1 
New Orleans, La. ..... 9,854,927 8,971,702 9,357,357 —5.1 +4.3 322,635 336,665 + 4.3 
‘Mew Tork, M. ¥. ...- 33,381,031 29,304,151 29,221,894 —12.5 —0.3 998,567 1,058,255 + 6.0 
BCOOMINM, Wee Be seesene 3,485,496 2,538,956 2,000,156 —42.6 —21.2 96,576 67,628 —30.0 
ONTOe, Vis. etnnesone + 4,637,052 4,514,062 4,618,628 —0.4 + 2.3 189,322 176,624 —6.7 
Come, GRE occeseses 3,835,349 3,544,856 3,828,424 —0.2 + 8.0 116,884 25,851 +7.7 
tOklahoma City, Okla. 5,822,588 5,827,066 4,588,220 —21.2 —21.3 225,036 166,530 —26.0 
PORTE, Be £600 c60a 50K 5,862,161 5,007,118 5,342,383 —8.9 + 6.7 169,064 215,149 + 27.3 
Philadelphia, Pa. ...... 15,208,523 12,881,187 13,526,648 —1l11.1 +5.0 474,829 469,317 —1.2 
Feeee,: MUO cocvcece 3,531,808 3,781,790 3,581,830 +1.4 —5.3 141,680 146,874 + 3.7 
Pittsburgh, Pa. ..... 12,812,422 10,097,654 9,975,611 —22.2 —1,2 148,820 361,200 +142.7 
POCus GEG. 2cscceue 6,025,394 5,564,502 6,077,395 +0.9 +9.2 222,278 207,172 —6.8 
Oo, See 5,348,476 4,682,737 4,851,743 —9.3 + 3.6 145,040 168,112 +15.9 
Richmond, Va. ........ 6,429,514 5,935,496 6,337,282 —1.4 + 6.8 219,324 227,192 + 3.6 
Rochester, N. Y. ...... 9,221,672 7,065,835 7,460,608 —19.1 +5.6 250,419 285,798 +14.1 
Sacramento, Cal, ...... 4,247,173 3,812,673 4,036,256 —4.9 +5.9 149,076 129,318 —13.3 
San Antonio, Tex. ..... 3,258,071 3,005,755 3,465,071 +6.4 +15.3 101,866 103,345 +1.5 
San Diego, Cal. ....... 6,928,132 5,980,376 6,156,073 —11.2 + 2.9 257,334 283,976 +10.4 
TORCTIO, WOGs cscovese 5,000,806 4,458,914 5,415,382 +8.3 + 21.5 159,894 184,254 +15.2 
**South Bend, Ind. 4,737,407 3,481,608 2,660,974 —43.8 —23.6 115,243 103,628 —10.1 
‘iSpokane, Wash. ..... 3,761,310 3,481,310 3,222,492 —14.3 —7.4 126,756 104,734 —17.4 
Bn Dk. baecee eds 9,731,115 8,832,705 8,893,280 —8.6 +0.7 288,200 303,550 +5.3 
“*St. Paul, Minn. ..... 6,072,521 5,841,435 5,151,187 —15.2 —11.8 157,010 198,475 + 26.4 
— “i. i? epee 5,926,314 5,204,092 5,931,765 +0.1 +14.0 165,669 212,891 + 28.5 
. oma, Wash. ...... 3,216,646 2,879,436 3,000,984 —6.7 +4.2 95,256 109,900 +15.4 
PE, Dek sécscceces 3,130,894 2,970,688 3,203,158 +2.3 +7.8 92,008 115,710 + 25.8 
Soronto, Ont., Can. 10,202,343 8,755,765 8,099,617 —20.6 —7.5 317,499 266,934 —15.9 
i Us atenendeeus 2,143,050 2,021,278 2,104,834 —1.8 +4.1 85,722 90,344 +5.4 
, Pe ssbedbtousse 4,785,320 4,384,304 4,390,834 —8.3 +0.1 156,688 202,972 + 29.5 
We hington, D. C. 18,646,141 16,586,223 16,498,577 —11.5 —0.5 604,398 602,169 —0.4 
‘orcester, Mass 6,053,980 5,623,841 5,226,641 —13.7 —7.1 210,294 202,900 —3.5 
MCCOWE, Gh cacacne 4,546,602 3,667,906 3,622,949 —20.3 —1.2 116,242 131,380 +13.0 
ma Gerrit °°... 462,182,525 468,288,663 —10.2 +1.3 15,948,664 17,405,973 +9.1 
"Akron Times-Press discontinued Aug. 28, 1938 
*New York American discontinued June 24, 1937 
“Daily Ledger discontinued June 23, 1937. 
“*News-Times discontinued Dec, 28, 1938. 
‘Milwaukee News discontinued Jan. 14, 1939 
‘Oklahoma News discontinued Feb. 24, 1939. 
Wor ester Post discontinued Oct. 1, 1938 
‘Spokane Press discontinued March 18, 1939 
rst Paul Daily News discontinued April 30, 1938 
Chicago Herald & Examiner reduced to tabloid size Sept. 1, 1938 
Pittsburgh evening or Sunday papers published from June 17, 1938, to June 25, 1938, due to strike 


Srunhouse Appointed 
; Po inted 
new] 


“€ range division. 


bert S. Brunhouse has been 
ae sales manager of the 
+ > Created Stewart-Warner elec- 


Neo-Quest Chemical 


handle its account. 


Company, | 


| Scheideler Promote 


‘ Joseph Scheideler, for the past 
Long Island City, N. Y., has named |two years an account executive of 
J. M. Korn & Co., Philadelphia, to | Tracy - Locke - Dawson, New York, 


has been elected a vice-president. 


distribution and 


ALL ATTENTION AT NEWSPAPER MEETING 


William Wallace, Toronto Daily Star, and Roger M. Reynolds, Indianapolis News, 
watch NAEA proceedings from a side-saddle position at the New York convention. 


Stark Tells of 
Own Experiences 
As Space Buyer 


New York, June 27.—Gov. Lloyd 
C. Stark, of Missouri, whose fight 
on political corruption has made 
him a national character, told the 
Advertising Federation of America 
at its banquet last week that he is 
an advertiser whose business has 
been built on the successful use of 
advertising over a period of many 
years. 

He suggested that advertising 
men interest themselves in elim- 
inating crime and political corrup- 
tion, because he declared that the 
billions of dollars represented by 
the annual crime bill are taken out 
of the earnings of legitimate busi- 
ness. Gov. Stark’s address was 
broadcast on a national network. 

“It was just 27 years ago,” he 
said, “that I assumed the duties of 
general manager of Stark Bros. 
Nurseries at Louisiana, Mo. At that 
time the Stark company was 98 
years old. It was then the oldest 
nursery in the United States and 
the largest in the world. 


Steady User of Space 


“T realized one thing very clearly. 
The Stark business had been built 
on advertising. If it was to enjoy 
future success and prosperity, the 
key to that success would be adver- 
tising. I took personal charge of 
advertising in addition to my other 
duties. 

“For many years it has been dif- 
ficult to pick up a farm magazine 
without finding a Stark Bros. ad- 
vertisement on the back cover. Obvi- 
ously farm people and suburbanites 
are the principal buyers of fruit 
trees, shrubs and shade trees, and 
the farm journals give us excellent 
coverage. 

“The business of the Stark Bros. 
Nurseries within the past quarter of 
a century has been more than 
tripled—nearly quadrupled, until 
today we mail millions of catalogs 
direct to planters and have over 
17,000 salesmen traveling the length 
and breadth of the land. 

“If it is profitable for the largest 
and oldest business of its kind to 
keep on advertising after 123 years, 
how much more important it is for 
the recently established firm or one 
with a new product or a new service 
to keep its name before the public 
through advertising.” 


Lauds Economic Role 


Gov. Stark defended the economic 
contributions of advertising through 
its part in raising standards of liv- 


ing, creating employment and build- 
ing up a free press and a growing 
radio service. He refuted the argu- 
ments of critics of advertising by | 
pointing to the progress brought 
about by mass production, mass) 
advertising. 


Elizabeth Arden 
Calls Consistency 
Key to Success 


New York, June 27.—The lovely 
head which is used in all of the ad- 
vertising of Elizabeth Arden, Inc., 
has appeared since 1923, and is the 
sort of repetition which makes 
reputation, Miss Arden told the Ad- 
vertising Federation of America at 
its closing luncheon last week. 

“My business is to sell beauty,” 
said Miss Arden, “but so is yours. 
People buy beauty today and take 
nearly everything else for granted. 
Beauty has ceased to be a luxury 
and is one of the essentials of mod- 
ern life. 

“Repetition makes _ reputation. 
The man who repeats himself at a 
party is a bore, but he who repeats 


| himself in his advertising is a suc- 
} 


cess. 
Repetition Is Necessary 


“The lovely head used in Arden 
advertising since 1923, and now 
known throughout the world, be- 
speaks gracious and serene beauty. 
It is used in the advertising of my 
salons and in the sale of beauty 
products in stores everywhere. Wo- 
men who use my products are 
greeted by this familiar counte- 
nance wherever they go.” 

Miss Arden expounded the phil- 
osophy that to make friends re- 
quires seeing them often, not merely 
being nodding acquaintances. So to 
build repeat customers requires 
continuous advertising. The mes- 
sage must be repeated over and 
over again. Absence, in advertis- 
ing, does not make the heart grow 
fonder, she declared. 

“When you have found the best 
of the best,” she urged, “hold on to 
it for dear life!” 


COLLINS 
MILLER & © 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


TORONTO 
MONTREAL 
WINNIPEG 
LONDON. Eng 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - 


ADVERTISING AGENTS 
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ADVERTISING AGE 


July 3, 1939 


Brand Competition 
Held Responsible 
for Higher Prices 


(Continued from Page 1) 


barded with bombastic claims about 
useful products and with a lot of 
nonsense about useless or harmful 
ones.” 

The chief fault found with adver- 
tising by the committee was the 
likelihood that higher consumer 
prices result from huge campaigns 
conducted by manufacturers of 
essentially equivalent products to 
promote one brand over another. 


Advertising Held Essential 


Pointing to the “undoubted ad- 
vantages arising from advertising,” 
the report declares: “Advertising as 
a technique of selling is clearly 
necessary in the marketing of many 
kinds of goods. It is a useful sell- 
ing method which, like other selling 
methods, can be used for bad as 
well as good ends. It may, and 
often does, make large scale low- 
cost distribution possible. It may, 
and usually must, result in main- 
taining standards of quality. And 
it may, and often does create a de- 
mand not only for the advertised 
product but for many unadvertised 
substitutes. 

“It is not safe to conclude that 
even substitute brands, now able to 
take advantage of the ‘price um- 
brella’ raised by national advertis- 
ers, could sell their products more 
cheaply if the national advertising 
‘vere to stop. Perhaps the general 
demand created by advertising 
would also stop. Moreover, such 
by-products of advertising as the 
radio and magazines and newspa- 
pers may be worth more to the con- 
sumer than the added cost of the 
advertised commodities.” 


Shows Advertising Proportion 


The committee pointed out that 
“drug and toilet articles are con- 
spicuous for the proportion of ad- 
vertising expense which they bear.” 
Expenditures in other fields were 
reported as follows: tobacco, 8.2 per 
cent; confectionery and bottled bev- 
erages, 6.7; groceries, 6.2; furniture, 
6.1; automobiles, 4.0; clothing, 3.7; 
home furnishings, 3.0; hardware, 
2.2; and agricultural equipment, 1.6. 

Paul W. Stewart and J. Frederic 
Dewhurst, of the Fund staff, pre- 
pared the report. The survey was 
supervised by Willard L. Thorp, 
director of research for Dun & 
Bradstreet and chairman of the dis- 
tribution committee. The commit- 
tee plans to make a series of recom- 
mendations to the public on the 
basis of its findings. 


Automobiles An Example 


Automobiles are cited as an ex- 
ample of the kinds of goods whose 
market has been so widened by ad- 
vertising that the price to the con- 
sumer is much less than it would 
have been without the advertising. 
An instance is given of a popular 
gelatine dessert whose average 
price of twelve cents per package 
was reduced in a few years to half 
that figure, with advertising given 
a large part of the credit for the 
increased output that made the re- 
duced price possible. The per-unit 
cost of this advertising is now esti- 
mated at less than one-half cent per 
package. 


Cites Price Differences 


On the question of price differ- | 


ences between advertised and un- 
advertised products, the research 
report cites an extreme example 


taken from a Federal Trade Com- | 


mission study made in 1931. This 
study showed the average wholesale 
price per ounce of twelve proprie- 
tary or branded medicines as $2.64, 
while the average for chemically 
identical non-proprietary sub- 
stances was 94 cents per ounce. 
Commenting on this difference, the 
research report says, “The higher 
cost of the branded article to the 
retailer is partly justified, of course, 
for it is easier to sell packaged de- 
mand items to the consumer than to 
fill a prescription or push a substi- 


tute. The retailer’s percentage 
mark-up may be less on advertised 
than on non-proprietary products. 
The difference between what the 
consumer pays for the proprietary 
and for the non-proprietary prod- 
uct, therefore, is not as great as the 
discrepancy in wholesale prices 
would indicate.” 


Offers Volume on 
Retail Salesmanship 


Bernard F. Baker, instructor at 
the Englewood High School, Chi- 
cago, is the author of “Effective 
Retail Selling,” a book designed to 
assist in efficient training of retail 
salespeople. 

The publisher is the American 
Technical Society, Chicago; the 
price, $2.25. 


Joins Nettleton Shoe 


John J. McCann, Jr., has resigned 
as advertising manager of National 
Savings Bank, Albany, to accept a 
similar post with A. E. Nettleton 
Shoe Company, Syracuse, effective 
July 10. 


— 


Nix on Noxie, 
Too Close to 
Moxie, Says Court 


(Continued from Page 1) 
to be likely to deceive the trade or 
the public.” 

In setting its case before the 
court, counsel for Moxie asserted 
that this name has for many years 
been one of the best known trade 
marks for soft drinks in the United 
States. Gross receipts since 1908 
have exceeded $35,000,000 and more 
than $6,000,000 has been spent in 
that period for advertising, it was 
claimed. 

NEHI TO CONTEST 
COCA-COLA’S CHARGES 

Columbus, Ga., June 27.—Nehi 
Corporation will vigorously contest 
the infringement suit filed against it 
last week by the Coca-Cola Com- 
pany, according to a_ statement 
issued by H. R. Mott, Nehi’s presi- 
dent. Mr. Mott said, “The use of the 


word cola does not infringe any 
right of any producer of soft drinks. 
Cola is a generic word, to which 
no manufacturer has any exclusive 
right. It is as unrestricted as any 
other generic word, such as choco- 
late, root beer, ginger ale, orange or 
sugar.” 


Madden Promoted 


William H. Block Company, In- 
dianapolis department store, has ap- 
pointed George W. Madden adver- 
tising manager. He has been in 
charge of promotion of the men’s 
clothing and furnishings division. 


Joins Hazard Copy Staff 


H. W. Pittenger, formerly with 
James Thomas Chirurg Company, 
Boston, has joined the copy staff of 
Hazard Advertising Corporation, 
New York. 


To Ruthrauff & Ryan 


Elmo Sales Corporation, Phila- 
delphia, has appointed Ruthrauff & 
Ryan, New York, to handle promo- 
tion of its cosmetic products. 


ee 


Conner to Head 
Pittsburgh Add Club 


_ C. C. Conner, assistant advertis- 
ing manager of the Aluminum Com- 
pany of America, has been elected 
president of the Pittsburgh Adver-. 
tising Club. 

Jerry A. Cullison, advertising 
manager of National Fireproofing 
Company, was named secretary for 
the 18th consecutive year. Other 
officers include Fred W. Pennington, 
Westinghouse Air Brake Company, 
vice-president, and Eric Johnson, 
Penn-Mutual Life Insurance Com- 
pany, treasurer. 


Hoffman Named 

Harry Hoffman, president of 
Hoffman & York, Milwaukee 
agency, has been named vice-presi- 
dent of World Fair Tours, Inc., 
which will promote mass vacation 
trips. . 


Hyde to Gerth-Knollin 

Richard M. Hyde has been ap- 
pointed art director and production 
manager of Gerth-Knollin Adver- 
tising Agency, Los Angeles. 


“TODAY’S FARMER’S WIFE, as well as his 
daughter, is far more sophisticated than 
the travelling salesman thinks,” says 
Norman E. Olds, Advertising Manager of 
the PERFECTION STOVE COMPANY. 
‘We've spent hundreds of thousands of 
dollars styling our products up to her ex 
pectations. It’s kept us stepping. Moder? 
farm wives and daughters expect and ge! 
the same style equipment that you see i? 
modern city kitchens. That's why ‘don’ 
talk down to the farmer’ is our Numbef 
One advertising rule. 
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Appeal for Fewer 
‘Scare’ Heads Gets 


Warm Response 


Canadian Agency Chief 
Lauded by Advertisers 
and Publishers 


Toronto, June 28.— Enthusiastic 
response to his suggestion that 
newspapers indulge in less editorial 
emphasis and _ spectacular head- 
lines on the international situation 
was reported here this week by E. 
W. Reynolds, agency head and 
president of the Canadian Advertis- 
ing Agencies Association. 

Mr. Reynolds, former newspaper- 
man, ran an 800-line advertisement 
in the Toronto Globe and Mail 
June aS, | in the form of an open let- 


ter to the daily newspapers of 


| Canada, pointing out that while the 


King and Queen were visiting 
Canada news of foreign troubles 
were relegated to a secondary posi- 
tion in the headlines and that busi- 
ness in Canada benefited from that 
editorial attitude. 


Apprehension Cited 


“Canadian and American people 
are the best informed in the world 
on international happenings,” said 
Mr. Reynolds, “and the newspapers 
have accomplished that. But some 
newspapers with a competitive at- 
titude have over-emphasized in dis- 
play heads news which was not of 
primary importance to the readers 
and yet news which tended to cre- 
ate, when stressed beyond a sensi- 
ble point, a feeling of apprehension. 
The great power of the newspapers 
has been proven, but newspapers 
should not fall into the error of 
using this great power to disturb 
people by giving international news 
‘scream’ headlines it does not war- 
rant.” 


OU can't blame her for grabbing at her 

new freedom. You can't blame her for 
forcing kitchen equipment manufacturers 
to streamline their products. She’s learned 
that modern ranges and refrigerators—all 
of the new functionally beautiful kitchen 
aids, let her out of the kitchen as soon as 


she puts them in it. 


Go back? Not on your life! That’s why one 
of the handiest kitchen tools she has—The 
Country Home Magazine—shows her still 
more ways to save steps, to brighten her 
life by broadening her leisure. 


Here are two of the many reasons she 


In the hundreds of messages he 


has received on the subject since | 
the advertisement appeared, there | 
was not one piece of adverse criti- | 


cism, Mr. Reynolds said. Letters, 
telegrams and telephone calls have 
poured in from manufacturers, in- 
surance companies, steamship com- 
panies, banks, government officials, 
boards of education, broadcasting 


companies and daily and weekly | 
The Toronto Council 


newspapers. 
of the United Commercial Travel- 
ers of America reported that they 
would support the movement en- 
gendered by the advertisement in 
a word-of-mouth campaign among 
their customers. An _ interesting 
fact is that 25 per cent of the cor- 
respondence came from newspap- 
ers. 


Gets Posto-Photo 
Redfield-Johnstone, New York, 

has been. appointed to direct the 

advertising of Posto-Photo, New 


York, mail service for developing | 


and enlarging of film. Newspapers 


and radio will be used. 


ont talk down to 
the farmers wif 


prefers The Country Home to any other 
magazine: Its lavish use of color in illus- 
trating tempting dishes, smart table dec- 
orations, party ideas is unique in the farm 
field. . . Every recipe in its pages has been 
tested as well as tasted, found practical 
under actual farm conditions, by Mrs. R. 


Edward Baur, our lowa farm food consultant. 


Country homemakers trust The Country 
Home—told us so with 45% more letters the 
first five months of this year than during 
the entire year of 1937... . with 53,000 more | 


letters, this year, than during the same 


period of 1938! That’s response! 


Country Home Magazine 


THE 


CROWELL-COLLIER PUBLISHING 


THE MAGAZINE OF FARM MARKET "A" 


co. ° 


250 PARK AVENUE, 


NEW YORK 
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| This 800-4line copy in the Toronto Globe 
| and Mail, by E. W. Reynolds, president 
| of the Canadian Advertising Agencies 
| Association, urges newspapers to devote 
heads to 
affairs. 


fewer ‘scare’ international 


Theemen, Head a 


Champion Paper, 
Taken by Death 


Cincinnati, June 27. — Death 
| brought the distinguished career of 
Alexander Thomson, chairman of 
the Champion 
Paper & Fibre 
Company, to a 
close here today. 
Mr. Thomson, 
who was 59 
years old, passed 
away in Christ 
Hospital after a 
short illness of 
pneumonia and 
heart complica- 
tions. 

Mr. Thomson 
joined Champion, 
one of the coun- 
try’s largest producers of book 
paper, as a mill hand at the age of 
17, eventually became sales man- 
ager, and finally president. He 
relinquished that position to be- 
come chairman of the board. 

Realizing his company’s depend- 
ence on the prosperity of advertis- 
ing, Mr. Thomson was a _ pioneer 
pleader for constructive copy, 
whose efficacy he demonstrated in 
the consistent advertising of his 
;own company, which made the 
'name Champion famous. 

Mr. Thomson was active in many 
civic and industrial organizations, 
and was a past president of the 
Ohio Chamber of Commerce. He 
felt a special interest in youth and 
was closely associated with the Boy 
Scouts of America and the — 
Men’s Christian Association. 

A widow and four sons survive. 
Alexander Thomson, Jr., is adver- | 
tising manager of the company. 


Alexander Thomson 


W. R. NEEDHAM 


Needham, president of Needham & 
in Larchmont yesterday after be- 
ing ill with heart disease for two 
months. He was 39 years old, and 
had headed the agency which spe- 
cializes in hotel and travel accounts 
since its founding in 1931. 

Before entering the agency field, 
|he was with Ahrens Publishing 
Company for three years, serving 
as promotion manager and editor of 
Institutional Management. He wrote 
many newspaper and magazine ar- 
ticles on hotel publicity and adver- 
tising. 

He was a member of the first 
class to graduate from the College 
of Hotel Administration at Cornell. 


M. T. SEXSMITH 


Oklahoma City, June 27.—M. T. 
Sexsmith, business manager of Enid 


| Publishing Company, publisher of | 
| the News and Eagle, died here last | 


| week of a heart attack. 


New York, June 29.—William R. 


Grohmann agency, died at his home | 


Coming 
Conventions 


July 10-12. Annual convention, 
Exclusive Distributors’ Association, 
Hotel Schroeder, Milwaukee. 


July 10-13. Annual convention, 
National Association of Broadcast- 
ers, Ambassador Hotel, Atlantic 
City. 

July 17-19. Annual convention, 
Trade Association of Advertising 
Distributors, Benjamin Franklin 
Hotel, Philadelphia. 

Aug. 22-24. National Sign As- 
sociation convention, and Interna- 
tional Sign Exposition, Hotel 
Stevens, Chicago. 


Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 


Sept. 13-16. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 


Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
~~ | Advertising Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Boston Conference on 
Distribution, Hotel Statler, Boston. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 


PRENTISS BAILEY 


Utica, N. Y., June 27.—Prentiss 
Bailey, 65, former publisher of the 
Utica Observer-Dispatch and the 
Utica Press, died at his home here 
Saturday night of a heart attack. 
He had intended to attend the New 
York State Publishers’ Association 
and Associated Dailies conference at 
Long Beach, L. IL, until he was 
stricken last week. 


Fore... 


the finest vacation ever. . 
come to the famous 


Buckwood Inn 


Shawnee 


2 HOURS from 
New York or Philadelphia 


Country 
Club 


© OUTDOOR SWIMMING 
POOL 


® FINEST GOLF COURSE IN 
THE EAST 


® BOATING AND FISHING 
® 125 ROOM HOSTELRY 
© EXCEPTIONAL CUISINE 


® DANCING NIGHTLY IN 
GRILL 


® AMERICAN & 
EUROPEAN PLANS 


® EXCLUSIVE CLIENTELE 


Send for Booklet and Rates 


SHAWNEE-ON-DELAWARE 


PENNSYLVANIA 
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U.S. Grand Jury to 
Probe Methods of 
Trade Associations 


Seizure by Manage- 
ment Engineers is Gov- 
ernment's Charge 


Washington, D. C., June 28.— 
While disclaiming any general at- 
tack on either trade associations or 
management engineering companies, 
the Department of Justice an- 
nounced this week that a federal 
grand jury in the Southern district 
of New York will shortly begin an 
inquiry into the control of trade 
organizations by such companies. 
Price fixing and many other illegal 
practices have followed this seizure, 
the Department asserted. 

Trade associations have many 
useful and legitimate functions, the 
Department said, among them being 
the dissemination of information 
and elimination of unfair practices. 

“However,” it continued, “trade 
association activities offer such wide 
opportunity for illegal restraints and 
coercions that constant scrutiny 
and immediate investigation of com- 
plaints are essential to prevent 
members of these associations them- 
selves from becoming victims of 
management organizations. Every 
loose association offers opportuni- 
ties for control by small cliques. 
Therefore, the Department’s policy 
should be regarded not as an attack 
on trade associations but as an at- 
tempt to give them the maximum 
freedom to accomplish their legiti- 
mate purposes.” 


How Plan Operates 


The Department gave this ex- 
ample of the alleged evil it is at- 
tempting to stamp out: 

“Assume that the manufacture of 
a particular product is scattered 
among a large number of independ- 


CONSUMER COPY DEBUT 
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J. R. Case Mfg. Company launches its 
first national advertising campaign with 
half pages in The Saturday Evening Post. 
The program also includes business pa- 
pers and direct mail. Keeling & Co., 
Indianapolis, is the agency. 
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ent units with their own counsel, 
their own accountants, and their 
own policy-making officials. As- 
sume that this condition is creating 
competition which hurts a small but 
aggressive group within the indus- 
try. Under such conditions this 
group often employs a management 


engineering firm with the publicly 
stated purpose of collecting stati:- 
tics and disseminating information, 
but with the real purpose of dis- 
couraging competition.” 

The Department said that the 
scope of the investigation will in- 
clude only a few of the many man- 
agement engineering firms in the 
United States, most of which were 
originally formed to assist business 
men in more efficient management. 
A decided departure from this 
standard is given, however, in this 
hypothetical case: 

“The engineering firm selected by 
the group desiring to eliminate 
competition conducts a _ militant 
campaign among the scattered 
manufacturers to organize them 
into trade associations. In such 
campaigns the benefits of higher 
prices and discouragement of com- 
petition are usually emphasized. 
Firms which desire to -maintain 
their own price policies are then 
subjected to increasing pressure. 
Finally, when a majority of the 
units are organized, the engineer- 
ing firm provides the permanent 
personnel which operates the trade 
association. Through that control 
of the personnel the whole industry 
is controlled. 


Production Is Controlled 


“That control is exercised in vari- 
ous ways. The Department’s pre- 
liminary investigation indicates that 
certain trade associations not only 
disseminate production _ statistics 
but take steps to see that their 
members produce no more of the 
total supply than these statistics in- 
dicate has been their proportionate 
share. These steps range from 
mass pressure on dissenting indi- 
viduals during meetings of the as- 
sociation to actual boycott and re- 
taliation. The fear of retaliation is 
always present because of various 
methods that may be employed sub 
rosa by a small group having 
permanent management control. 
Veiled threats are usually all that 
is required, but the Department has 


|evidence that where threats are not 
'effective, more direct methods are 
|often used.” 


Louisville’s top position, as announced in this news item, is the ———— a 


logical result of unusual business activity in Kentuckiana. Accord- 
ing to the figures released by the F. W. Dodge Corporation, residen- 
tial building during the first four months of 1939 increased over 1938 


by 34°). 
1937! 


of trade afford conclusive 
evidence of rising prosperity 
in the important Kentuck- 


jana market. 


And this is on top of a 127°, increase made in (938 over 
Industrial payrolls, the value of manufactured products, 
bank clearings, bank debits, bank deposits—these vital barometers 


93.1), GAIN! 


Che Conrier-Zournal 
THE LOUISVILLE TIMES 


NATIONALLY REPRESENTED by THE BRANHAM COMPANY 


Cc: B. S. Basic 
Radio Station 


Represented Nationally by Edward Petry & Co. 


WHAS 


50,000 Watts 
820 Kilocycles 


TAKES NASH POST 


Richard H. Grant, formerly associated 
with Geyer, Cornell & Newell, the Nash 
agency, has been appointed advertising 
manager of the Nash division, Nash- 


Kelvinator Corporation. He succeeds 
A. R. Boscow, who has been named 
assistant to the general sales manager. 


Other means of attaining the de- 
sired end are uniform differentials 
and restriction of productive ma- 
chinery, the Department said. Still 
another device is the purchase of 
troublesome competitors. The net 
of all of this, according to the De- 
partment of Justice, is absentee 
control in a large center of local in- 
dustries which may be thousands 
of miles away. 

“The practices to be investigated 
by the grand jury are of compara- 
tively recent origin,” the statement 
concluded. “There is evidence, 
however, that they are growing 
rapidly. Moreover, new _ associa- 
tions of this general character have 
been formed even during the prog- 
ress of the preliminary investigation 
by the Department.” 


Electrical Publications 
Shifts Personnel 


Frank E. Watts, vice-president of 
Electrical Publications, Inc., pub- 
'lisher of Electric Light and Power 
and Electrical Dealer, has been 
transferred from New York to 
headquarters in Chicago. C. Wil- 
liam Cleworth, vice-president and 
manager, has been transferred to 
the New York office. 

Thomas S. Hudson, formerly ad- 
vertising manager of Electric Jour- 
nal, Pittsburgh, has joined the pub- 
lications’ advertising staff. D. R. 
Watson, district manager in the 
Chicago office, has resigned. 


KYW Adds Thompson 


Griffith B. Thompson, formerly 
with Associated Recorded Program 
Service, New York, has been ap- 
pointed sales manager of Station 
KYW, Philadelphia. 


NNPA Adds Borque 

| O. L. Borque, of La Patrie, Mon- 
| treal, Canada, has joined the Na- 
| tional Newspaper Promotion Asso- 
‘ciation as an associate member. 


Spur Here Again 
as Canada Dry 
Starts Test Drive 


(Continued from Page i) 
sides the best way to introduce the 
new drink, whether people will buy 
a 15 cent bottle of the product in 
preference to similar beverages 
which come in smaller quantities. 
To meet any objections to the large 
size, however, copy points out that 
Spur is also available in a five-cent, 
eight-ounce, bottle at soft drink 
stands, and in a six-for-a-quarter 
carrying carton. 

While not presented directly as 
a cola drink, a hint of the bever- 
age’s character is contained in the 
copy through the phrase, “Canada 
Dry’s version of a drink flavored to 
suit the taste of millions.’ The 
main selling point of Spur is based 
on a quality claim. The story is 
carried by the slogan, “Extra zip in 
every sip.” “You'll like Spur from 
the start,” reads the copy, “relish its 
extra special flavor, thrill to its 
greater liveliness that comes from 
‘pin-point’ carbonation, the exclu- 
sive Canada Dry process for put- 
ting more bubbles and smaller 
bubbles in every bottle.” 


Rounds Up Line 


Disclaiming any desire to get on 
the cola-drink band wagon, the 
company declares that the introduc- 
tion of Spur is based on a wish to 
round its soft drink line, which 
numbers such items as lime-rickey, 
Tom Collins mixer and Quinine 
tonic water. Distribution of the 
beverage is now confined to the 
markets where the tests are being 
conducted, but should consumer ac- 
ceptance soon become evident Spur 
will take on national proportions as 
fast as the mechanics of the sales 
organization will permit. 

Concurrent with the Spur promo- 
tion, Canada Dry is putting pres- 
sure on liquor as well, with Johnny 
Walker Scotch played up exten- 
sively as the perfect ingredient for 
a cooling summer drink. Copy has 
just broken in a list of 115 news- 
papers and a number of class mag- 
azines and weeklies. Magazine ad- 
vertisements are in color and news- 
paper copy runs 399 and 168 lines. 

A feature of the campaign is that 
headlines of newspaper advertise- 
ments are changed to match the 
name of the city where the story 
is carried. Thus, “Bombay sends a 
hot tip to Boston,” becomes “Bom- 
bay sends a hot tip to Chicago,” in 
| the latter city. J. M. Mathes han- 
dles both campaigns. 


Snow Changes Name 


Galen Snow Advertising Agency, 
Springfield, Mass., has become 
Snow, Bates & Orme, Inc. Mr. 
Snow is president and general man- 
ager; J. D. Bates, Jr., and Albert 
M. Orme, vice-presidents. The lat- 
ter has been connected with the 
Snow agency since 1938. 


A PACKAGE IN 


THE HAND 


IS WORTH TWO ON THE SHELF 
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M-W “Jumble” Merchandise Display 
Baskets put your product “right into 
the buyer's hands.” Customers like 
to handle and examine merchandise 
but will hesitate to disturb carefully 
stacked goods. Articles thrown hap- 
hazordly into Display Baskets gen- 
Brolly suggest BARGAINS. For these 
seasons — plus the eye and sales 
meme! of good color and design — 
mee Jumbie’ Merchandise Display 
ets are proving “speeder- 
ppers” of slow movers, and quicken 
dealer's turn-over of your product. 


Want to See a Sample? PHONE CALUMET 7200 OR WRITE 
MAGILL-WEINSHEIMER COMPANY 


1320-1334 SOUTH WABASH AVENUE * CHICAGO, ILLINOIS 
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PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


CAREFREE JOY DRAMATIZES OIL FEATURES 


yy X 


MARATHON MOTOR 


Gil 


The picture of these kids with their “no more teachers, no more books” happi- 

ness is used by Ohio Oil Company as the theme of current outdoor advertising 

in Midwestern areas. Byer & Bowman, Columbus, O., is the agency. Continental 
Lithograph Corporation produced the poster. 


SEES U. S. OPPORTUNITY IN AUSTRALIA 


Predicting continued growth for the popularity of American products in Australia, 
Frank Goldberg (left), head of the Sydney advertising agency, appoints Arnold 
Van Leer, New York agency chief, as American representative. 


CONSUMERS GET MANUFACTURING STORY 
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THE SAME CHOICE HAS BEEN MADE BY 28 AIRLINES 
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LOCKHEED AIRCRAFT CORPORATION 


wy 
thane CALIFORNIA - KEPRESEWTATIVES THROUGHOUT THE wore 


carrying its story of engineering achievements to consumers for the first time, 
~ eed Aircraft Corporation has launched a campaign with full pages in Life, 
*"onal Geographic and Newsweek. The account is handled by Lord & Thomas, 
Los Angeles. 


FRESHNESS A VIRTUE 


VETERAN HONORED BY FELLOW ADMEN 


erwrmete tHe Jeno! Deus t1Oet FOR Ottt WaluES im tows 


A charming note of refreshing dainti- 

ness affords United Drug Company an 

opportunity to attract attention with 

this point-of-purchase display, produced 
by Forbes Lithograph Company. 


Edward Stiner (center), who was in charge of Good Housekeeping’s New England 

office from 1916 until recently, receives an unusual gift tray and testimonial scroll 

from his Boston friends. Making the presentation are M. H. Smith (left), New 

England manager for Curtis Publishing Company, and Metz B. Hayes, True Story. 

Mr. Stiner began his advertising career with George Batten Company and later 
went to Chicago for Good Housekeeping, before settling in Boston. 


CHOSEN AS MONTH'S OUTSTANDING ILLUSTRATIONS 


The appealing little feminine study, a color photograph by F. Harrer for Household Magazine, and the bubbling lad, a black 
and white print by G. Coster for the American Dental Association, are this month's selections by the Art Directors Club 
from work done by the Chicago Society of Photographic Illustrators. 
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SUPERFEX 


HEAT DIRECTOR 
@urns ow Cost Fuel Oil 


BUT IT TELLS THE TALE JUST THE SAME 


Get a 
SUPERFEX 

Ol burning 
HEAT DIRECTOR 
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Lunng Done” 
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PERFECTION STOVE Company 


Paerry "eos 


= 3 


Perfection Stove Company, Cleveland, sought an illustration that would aptly dramatize the flexibility of its oil-burning “heat- 
directors” and the copy theme, “Don't waste heat at the ceiling — get a Superfex Oil Burning Heat Director!” They 


achieved it, but not without » block and tackle to hoist the young lady up in her chair as shown. 


The painting made from 


the photograph will be used in a new display produced by the Crane-Howard Company. Parade Studios took the picture. 
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We'll Sit on the Desks of Your | 
Best Prospects for a Whole Year 


If you have something to say to the men who buy business 
paper advertising space, say it in the 1940 Market Data 
Book Number of Industrial Marketing. 


This primary reference book for business paper adver- 
tisers, tried and tested through almost 20 years of service, 
will be in buyers’ hands October 25, just in time to help 
them make up their advertising budgets and advertising 
schedules for 1940. 


It will sit securely on the desks of thousands of your 
front-line prospects—not for a day or a week, but through- 
out the year. But we cannot guarantee that it will sit still; 
on the contrary, it will be picked up and laid down scores, 
or even hundreds of times within the next 12 months. 


The Market Data Book Number is no “office deco- 
ration’ —it’s a working tool that the people you want to 
sell use almost daily—a tool which they depend upon to 
give them the basic market and media information on 
every field of trade and industry. 


If you’d like more business from more accounts dur- 
ing 1940, don’t fail to keep your story before the 4,500 
buying factors who will be working with the Market 
Data Book Number on their desks day in and day out 
during the next twelve months. 


INDUSTRIAL MARKETING 


100 E. Ohio St., Chicago 330 W. 42nd St., New York 
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